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No Punch in the attic 


2 
Pai The rocking-horse in the attic has even 
fe 
forgotten what Punch looks like, poor brute. 
; a 4 Punch stays wherever life is in full swing—on 
} 
| 
| \ d and on the first floor where the gentleman in 
et 
. 4 4 bed is unfolding his copy at 8 a.m. That 
A makes three out of a total readership running 


ee 4 into millions—according to independent surveys- 
ea 
Ber | who won’t forget (so Toby informs us) 


to do what the advertiser tells them. 


Ps 


...pervasive ...persuasive 
GOES FARTHER THAN FIGURES 


aes. 


JOHN L. VERRINDER. ADVERTISEMENT MANAGER. 10 ROUVERIE STREET, LONDON, ¥.C.4. TELEPHONE: CENTRAL 9161 
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ADVERTISER'S WEEKLY 


Boycott At 
Eastbourne 


Sirn,—Your “Topic” on the 
“Seaside Skirmish” leads me to 
give the other side of the picture. 

No one will deny the justice of 
the rise in advertising rates to the 
local entertainment houses when 
I say it is four years since they 
were last increased. None of your 
issues for weeks past has been 
without its intimation of similar 
increases. Neither can it be com- 
plained that we have not asked 
the reading public to bear ‘ts 
share; the three Eastbourne week- 
lies put up the prices from 2d. ‘o 
3d. in 1949, some time after most 
of the other weeklies in the 
County had done so, but earlier 
than the proprietors of the 
Brighton papers increased the 
prices of their weeklies. 

As for the claim that the paper 
in question has doubled its “local 
sales.” Doubled what figure? 

The largest local entertainment 
proprietor of all, the Eastbourne 
Corporation, has agreed to pay 
the increased charges. 

In consequence of the demise 
of the Eastbourne Courier, owing 
to mounting production costs, the 
proposed increase in local Press 
advertising rates to the local 
cinemas was infinitesimal when 
compared with their expenditure 
a year ago. 

All the national advertisers con- 
cerned have accepted the increase 
as well as nearly all local traders 

HERBERT ARCHER, 

Managing Director, Easthourne 

Gazette, Eastbourne Herald. 


eee 
‘Enchiridion’ 

Sir,—Brian Hilton's comments 
in your January 4 issue seem to 
have been made without due con- 
sideration. 

I received a copy of “Enchiri- 
dion,” and not under any circum- 


TO THE 


LETTER 


EDIT O 


stances could it be called a cata- 
logue—a word described in good 
dictionaries as a list or inventory. 
The verb to catalogue is defined 
as “to list” or “to tabulate.” Mr. 
Hilton is definitely nearer the 
mark to describe an enchiridion 
as a Manual or simply a publica- 
tion. 

He is obviously unfamiliar with 
the armorial bearings of the City 
of Sheffield from which the cover 
pattern is derived. 


W. KING. 

Brincliffe, Sheffield 11. 
(Brian Hilton comments: 
Surely Mr. King, the purist, 


should have written “in any cir- 
cumstances” and not “under any 
circumstances.” But I am unre- 
pentant; it remains my opinion 
that “Enchiridion” was much 
more like a catalogue than a 
magazine—and even much more 
like a catalogue than a manual. 
| regret my ignorance of the 
armorial bearings of Sheffield; | 
trust it is not too widely shared.) 


New Equipment For 
Direct Mail 

Sin,—In \view of the interest 
aroused by Mr. J. W. W. Cassels’ 
talk to the British Direct Mail 
Advertising Association (reported 
ADVERTISER'S WEEKLY, February 
1), may | beg to differ from him? 
At least one firm exhibiting at 
our last Business Efficiency Exhi- 


bition in Manchester manufac- 
tures an automatic letter-writer 
which produces facsimile signed 
letters, each with a different name, 
address and salutation, which it 
is difficult, if not impossible, to 
tell were not typed with the text. 
Mr. Cassels suggested that all 
direct mail machinery is funda- 
mentally the same as in 1925. An 
electronic stencil machine shown 
for the first time at the 1950 
B.E.E, operates on an entirely 
new principle. An electronically 
controlled needle etches. the 
material on to a special stencil 
with a metallised surface, and is 
admirable for the reproduction of 
many copies of an illustrated page 
which it is desired to enclose 
with a letter. At the moment the 
service only is available as there 
are inadequate machines in pro- 
duction to meet demand, but my 
point is that the process is new. 
1 trust Mr. Cassels wil] come 
to the 1951 B.E.E. opening at 
Olympia June 6 and allow me to 
show him some of the really new 
equipment. 
R. F. COLLIN-SMITH, 
P.R.O., Office Appliance 
Trades Association. 


They Have Paid— 
But... 


Sik,—Having read that those 
responsible for publicising the 
Festival of Britain had placed on 


POINTS FROM OTHER LETTERS 


FOR THE FESTIVAL 
Mr. F. W. Jefkins (February 
1) seems to suggest that he has 
been denied space in the Press 
by reason of the Festival of 
Britain advertisements. I have 
yet to learn that holiday features 
are being scaled down because of 
the “new advertiser.” It is about 
tume that we called a halt to this 
Festival criticism and saw the 
Opportunities that the Festival 
provides both to aid Britain and 

also ogee: > —. 


CAUSING A STIR 
Surely the education of adver- 
tising men (“Advertising Cannot 


= 


Chilly Colour Setrating We J0wntce 


Ss 


Be Taught at University,” Feb- 
ruary 8) rests on the shoulders 
of agency chiefs? Too many can- 
not be bothered to put promising 
youngsters on the right lines. 
Making tea just isn’t funny.— 
Apprentice, W.C.}. 


* + * 
FOOD FOR THOUGHT 


The fur trade wants to appoint 
a public relations officer, but 
“has a poor opinion of costly 
advertising schemes” (ADVER- 
TISER’S WEEKLY, February 8). But 
surely, One without the other is 
like bread without butter?—D. 
Horniblow, Glasgow. 
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advertisement in Life for well 
over £30,000, and remembering 
the recent error in the costing of 
the Festival programme, one 
wondered what was in store. 
Life International of January 
29 provided the answer. Out of 
the four full colour pages taken 
three pages of the copy used 
could have been secured free by 
a good P.R.O. as editorial—as 
indeed has already been done in 
John Bull and other British pub- 
lications. One can well imagine 
Life ignoring any requests for 
subsequent editorial matter on the 
grounds that so much has now 
been said! 
JACK RAYFIELD, 
Sales Manager, Regent 
Film Corporation Ltd. 


Why Technical Ads. 
Are Dull 


Sin,—The reason for the in- 
credible dullness of so many ad- 
vertisements in the trade and tech- 
nical Press is made clear by the 
1.A.M.A. report. 

Advertising managers con- 
cerned appear to fall into three 
main categories; those using no 
agency, those using an agency 
purely as a dispatching centre, 
and those using an agency not 
qualified to handle technical ad- 
vertising. 

There are perhaps _half-a- 
dozen good technical advertising 
agencies in this country. Who 
can be blamed if technical ad- 
vertising managers choose a 
mainly consumer agency and then 
get unsatisfactory service? 

Unless an agency can give an 
all round service, and unless, 
further, it employs technically 
trained creative staff, then ob- 
viously the technical advertising 
manager won't get the service 


necessary to him. 
Cc. GLOVER, 
Managing Director, 
Glovers Advertising Ltd. 
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WASS PRITCHARD & CO.,LTD. 


85 FENCHURCH ST, LONDON 
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Ler ME SEE 


_ OU asked her why she had bought a new breakfast 
/ | cereal and she answered that she had read that it 
—t—>_s«was good for you She knew that Mary and 

————s John were going to be married but she rang you 
up at the office, full of excitement because she had seen the 
announcement You take her out to dinner and tell 
her what there is to eat but she insists on seeing the menu 
before making up her mind 


It is a truism that the printed word has more power than that 
spoken even by a trusted friend. But it has a proportionately 
greater responsibility. Nowhere is that more evident than in 
the case of a newspaper. 


The Daily Telegraph makes this its first principle, but it does 
not lose thereby in attractive qualities. News is just.as readable 
and vivid when great pains have been taken over the accuracy of 
every detail. For general interest as well as topical information 
you will find 


Che Daily Telegraph 


THE PAPER YOU CAN TRUST 
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A SILENT SALESMAN 
on Yt prooucrs 


Leaping Costs Bring New Crop 


Of Ad. Rate Rises 


SELLING PRICES UP IN YORKSHIRE, 
LIVERPOOL AND GLASGOW 


Selling price increases by several leading provincial papers 
and a spate of advertising rate increases are announced this 
week. 


Agency space buyers are studying schedules as they consider 


that more rate increases are 
likely to be announced within 
the next few weeks. Papers 
and periodicals announcing the 
stress the mounting 
costs of production as the 
cause. Some have described 
the pace at which costs are 
as “fantastic.” 
} Selling price increases are 
notified by the Yorkshire Post, 
Liverpool Post, Yorkshire Obser- 
ver and Glasgow Bulletin. The 
Bulletin went up to 14d. on Mon- 
day. The other papers will raise 
their selling price next Monday, 
also to 14d. 

The “Yorkshire Post” assured 
readers that they had resisted a 
selling price increase as long as 
possible, but it now 
become unavoidable. 

After the February issue First 
Aid and Nursing will be pub- 
lished alternate months instead of 
monthly, with the selling price 
increased from 4d. to Sd. 

Rates for /llustrated and John 
Bull are to be increased by 10 
per cent. The new rates become 
operative for monotone with the 
issue dated May 5 and for colour 
on June 2. The back cover or 
inside page in colour will now 


cost £1,320 for each periodical | 
and a whole page (monotone) | 


ordinary position, £880. 

The Queen rates will increase 
from £100 to £120 per page 
(black and white) and pro rata 
to one-eighth page and for full 
colour from £140 to £180 per 
page, from March 1. The adver- 
tisement manager, Mr. Charles R. 
Fastnedge, says: “We gave a 
pledge last year to advertisers and 
their agents that all business 
placed with us by March 1, 1951, 


would be accepted and honoured 
at the then existing rates. That 
pledge naturally holds good.” 
Reveille rates will increase 
from £8 to £10 per s.c.i. on May 
4. Sales now exceed two-and-a- 
half million, Liverpool Echo 
rates from £3 15s. per s.c.i. to 
£4, and Liverpool Evening Ex- 
press from £i to 25s. per s.c.i. 
From April the Methodist 
Recorder page rate goes up from 
£75 to £90 and the inch rate from 
£1 to 25s. Mr. Malcolm Watson, 
advertisement manager, has told 
space buyers: “Bearing in mind 
the long life of the paper and its 
high class advertisements so faith- 
fully supported by our readers, 
we trust you will agree that our 
rates still remain unusually low.” 
Display advertisements in The 
Observer are to be increased by 
£1 an inch as from April 1. The 
new rates will be: Trade adver- 
tisements, £11; publishers’ an- 
nouncements, £9; newspapers, 
magazines and __ periodicals, 
£13 10s.; company meetings, £11; 
CONTINUED ON NEXT PAGE 


Suggestive Posters 
Criticised 


posters is 
causing disquiet in the poster 


ustry 
; Last October, the Bishop of 
London launched an attack 
on “nudity on the hoardings,” 
and, since then, adverse com- 


Objection is being taken to 
such phrases as “stark, naked, 
nga and the frequent 

of the word “nudes” in 
titles, just as much as to the 


Print Peace Plan 


Talks Resume 


Views of the various printing 
trades unions on the employers’ 
five years “peace plan” will be 
given at a conference arranged 
for February 27 between the joint 
labour committee of the British 
Federation of Master Printers 
and the Newspaper Society, and 
the Printing and Kindred Trades 
Federation. Since the beginning 
of the year the Unions have been 
considering the employers’ pro- 
posals on wages, stabilisation, 
manpower and production, 


6 U.S. Magazines 
Open London 
Offices 


Publishers of six leading Ameri- 
can magazines have estab- 
lished London offices and 
representation in Great 
Britain. Between them these 
magazines have a total net 
sale of over 20 million copies. 

The magazines are: The Ameri- 
can Weekly; Quick; Look: 
Farm Journal; Pathfinder 
News Magazine; and Family 
Circle. Offices are opened at 
140 Park Lane, under the 
direction of Mr. Mortimer 
Bryans. The magazines cover 
practically every type and class 
of the consumer reading 
public. 

Intention is to give full service 
to prospective advertisers and 
assist manufacturers and 
traders in their efforts to 
develop the American market. 
“It is a long-term policy” Mr. 
Bryans told ADVERTISER'S 
WEEKLY. “We aim to help 
manufacturers who are in a 
position to satisfy the 
response.” A top-flight re- 
search, statistical and advice 
service is promised. 

Mr. Bryans is a former managing 
director of Pepsodent Co., 
Europe. Afterwards he Fan 
managing director of N. W. 
Ayer & Son in London, 
British subsidiary of one of 
the premier U.S. agencies. For 
the vast five years he has been 
in America in marketing and 
selling within the agency field. 


© een 
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R.H. PENNEY, Advertisement Director, Northcliffe Newspapers Group Ltd., Carmelite House, E.C.4.  Contral 6ooo 


EVENING 


NEWSPAPER @ 


For markets in 
LEICESTER 
LOUGHBOROUGH 
RUGBY 
COALVILLE 
HINCKLEY 
NUNEATON 
MARKET HARBOROUGH 


and 
surrounding areas 
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Boxes To Carry Ads. Amid 
The Festival Flowers 


They Spend £4 
For Each Buyer 


The task of appealing to over- 
seas buyers at the B.LF. was 
described by Mr. Neville 
Shepherd, deputy chief informa- 
tion officer, Board of Trade, at 
the Institute of Public Relations 
last week, 

The overal] allocation was 
£100,000 which works out at ap- 
proximately £4 per head for each 
overseas buyer attracted to the 
Fair, Mr. Shepherd said. Of the 
overall amount £55,000 was spent 
in overseas and £10,000 in home 
advertising. The balance covered 
direct mail, 5,000 stereos of the 
B.1.F. symbol! distributed to agen- 
cies, and other miscellaneous 
expenditure. 


Direct Mail Show 
Opens Monday 


Examples of direct mail cam- 
paigns ig the U.S.A., brought 
back by Miss Kay Murphy, 
immediate past chairman, British 
Direct Mail Advertising Associa- 
tion, will open at the London 
headquarters of the Institute of 
Incorporated Practitioners in 
Advertising on Monday. 

It will be open from Monday 
to Friday for two weeks to mem- 
bers and fellows of the Institute 
and members of the B.D.M.A.A. 

Afterwards it will remain open 
a further week for interested 
parties. 


A unique outdoor adverti- 
sing venture is to be a feature 
of Festival of Britain decora- 
tions in London. 


More O’Ferrall Ltd., of Old 
Bond Street, this week secured 
concessions from the local auth- 
orities of Chelsea, Holborn, 
Lambeth and Battersea to provide 
the floral boxes for lamp stan- 
dards in these boroughs. 

The boxes, which will be 5 ft. 
3 in. in length, will each carry a 
colourful array of flowers with 
at least twenty-six plants in each 
box. The sides and end sections 
of the boxes are available for ad- 
vertising. Transfers are likely to 
be used. The boxes have been 
specially treated so the wood is 
weather resisting. From the end 
of April until September a suc- 
cession of flower displays is being 
arranged by Floral Decorations 
Ltd., Sidcup, who will be respon- 
sible for maintenance. The boxes 
will be mounted 9 ft. above street 
level. 

Water towers have been ar- 
ranged on lorries and night 
gardening gangs will set off at 
9.30 p.m. each night to main- 
tain the displays. 

For 1-40 boxes the cost of an 
advertisement would be 45s. per 
week per box; for 41 boxes and 
over it would be £2 per box. 
National and local advertising 
will be carried. _ 

The scheme may possibly be 
extended to the borough of Fins- 
bury. 


@ Continued from previous page 


Rising Costs: Periodicals And 
Local Weeklies Affected, Too 


rate for company prospectuses 
will be increased from £300 to 
£322 per column. § Rates of 
various classified advertisements 
will also be raised. 

Display rates of the South 
Wales Echo have increased from 
30s. to 35s., s.c.i. Classified rates. 
including situations vacant, situa- 
tions wanted, and apartments, 
have been raised from 4s. tor 
twelve words to 5s. “Miscel- 
laneous” are now 2s. 6d. per line 
compared with 2s. previously. 

Flat rate for the Herts Adver- 
tiser is to be increased by 2s. 6d 
to 12s. 6d. per s.c.i. from April 1 

From March 1, the page rate 
of the Nursery World will rise 
from £22 10s. to £35 and pro 
rata. A paper price increase -of 
over 25 per cent has increased 
paper costs, since April 1950, by 
47 per cent, it is stated. There 
has been a 48 per cent increase 
in paid circulation since January 
1950. 

Motor Trader rates ate to go 
up by anproximately 13 per cent 


from March 1. A whole page 
will now cost £30 (previously 
£26). Associated Iliffe Press say 
the circulation has _ increased 


from 6,800 in August 1947 to 
11,400, and emphasise that in 
view of the enormous growth in 
circulation the actual cost per 
thousand to contract advertisers 
at the new rate will show a reduc- 
tion of some 30 per cent. 

Rates for the Woodworker will 
increase from £30 to £40 per 
page, for Teacher's World from 
£40 to £50, and for Child Educa- 
tion from £40 to £50 per page 
from March 1. 

Glasgow Evening Times, Glas- 
gow Herald and Glasgow Bulletin 
will increase their rates by 10s. 
per s.c.i. from April 2. 

Agents are being notified that 
the Express Group’s Glasgow 
Evening Citizen rates will 
increase from £2 to £2 10s. per 
s.c.i. from April 2. 

Other charges are: half page 
special colour from £250 to £300; 
half page black and white from 
£175 to £225: leader page 8 in. 
d.c. from £50 to £64. Front 
page 5 in. dc. solus will remain 
unchanged at £50. 

The present rate came into 
operation in 1946 when the 
circulation was 148,404 against 
193,339 to-day. 


At the Incorporated Advertising Managers’ Association dinner. 
to right: 
vice-president, 1.4.M.A.; H. 
Paul Corbould, chairman, 

and chairman, 


Left 


Alan Hess, president, 1 geo of Public Relations; C. J. Rose, 

W. Craddock, president, 1.A.M.A.; F. W. 
LA. ‘M.A.; C. B. Wrey, Fellow, 
Incorporated Society of British Advertisers. 


LAM.A., 


Conference Gives Chance 


To Silence The Critics 


The forthcoming International Advertising Conference will 
be the finest public relations instrument for advertising that 
has yet been devised. This claim was made by Mr. Hubert 


W. Craddock, president, at 
the annual dinner-dance of 
the Incorporated Advertising 
Managers’ Association, at the 
Cafe Royal, last Friday. 

“It had been used as a term <f 
reproach that advertising itself 
needed a public relations bureau,” 
said Mr. Craddock (who is a 
member of the executive of the 
organising council for the forth- 
coming International Conference). 

“Advertising still has its critics 
—plenty of them—and some in 
very high places. They would 
place blinkers on us in the usual 
form of quotas and permits if 
they could. 

“We have a wonderful oppor- 
tunity of offsetting the badly- 
informed criticisms next July, 
when all sections of the advertis- 
ing profession or business (what- 
ever we actually are), will have 
the chance of stating a case.” 


Dual Functions 


Mr. Craddock was replying .o 
the toast of the I.A.M.A., pro- 
posed by Mr. Alan Hess, pre- 
sident, Institute of Public Rela- 
tions. 

Defining the functions of ad- 
vertising and public relations as 
complementary, Mr. Hess con- 
tinued: “But there is a sharp line 
of demarcation between their re- 
spective tasks; and by getting to 
know each other’s work, this 
team of two expert craftsmen can 
blend their joint efforts to per- 
fection.” 

The dinner dance was, as 
always, extremely enjoyable— 
none the less so because of the 
generous gifts for the ladies and 
the many prizes presented by 
firms represented by members of 
the Association. 

Footnote: Wit was the soul of 
brevity in the speeches. Mr. 
Hess (who is P.R.O. Austin 
Motor Comnany) said: “I come 
from a place where they say, 
‘The longer the spoke, the greater 
the tyre.’” 


Radio Doctor 
Attacks Claims 
For ‘Cure-Alls’ 


False claims, particularly on 
behalf of medicines and drugs, 
were attacked by Dr. Charles 
Hill, M.P., the “Radio Doctor,” 
in a talk on “Consumer Choice” 
to the London branch, Incorpor- 
ated Sales Managers’ Association. 

Dr. Hill did not specifically use 
the word “advertising.” He spoke 
of those who are concerned with 
“gilding the lily and coating the 
pill.” Not content with the 
diseases recognised by science, 
they thought it necessary to take 
upon themselves the responsi- 
bility of inventing a few more, in 
order to lead to the sale and 


consumption of “remedies” for 
these non-existent diseases. 
“Consumer choice,” he said, 


“must not be discoloured by im- 
proper activity in influencing 
human judgment in favour of a 
product, on the basis of false 
claims.” 

Dr. Hill had previously spoken 
of the value of the “profit-and- 
loss” system in maintaining con- 
sumer choice—an “essential 
element in human freedom.” 


Portsmouth ‘Evening 


News’—Net Sales 

By a clerical error the circu- 
lation of the Portsmouth Evening 
News is stated incorrectly on 
page 254 of the new edition of 
the Marketing Survey of the 
United Kingdom. 

The latest ABC certificate 
shows an average sale of 109,437 
for the six months July to 
December, 1950. Will users of 
the Marketing Survey who have 
already received delivery of their 
copy of the 1951 edition please 
paste this correction slip on page 
254 under the heading “media 
and services.” 
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LIGHTS BAN: 
LIET IN 
APRIL HOPE 


The Government expect to be 
able to remove the ban on 
advertisement lighting by the 
middie of April. 

This hope was expressed by 
Mr. Alfred Robens, Parliament- 
ary Secretary to the Ministry of 
Fuel and Power, in a Commons 
debate. Opposition speakers 
criticised the Minister's estimate 
that the restriction would save 


50,000 tons of coal in three 
months. 
Mr. J. A. Boyd-Carpenter 


(Cons.) wondered whether the 
Minister had considered the 
repercussions of the restriction 
on “our best dollar earner, the 
tourist trade.” 

Mr. E. Fernyhough (Lab.) 
alleged that the critics of the ban 
were more concerned about keep- 
ing on the blaring and glaring 
lights of London than they were 
in keeping industry going. 

Mr. Robens said that one of 
the jobs of the Ministry was to 
make certain that stocks of coal 
at power stations were kept as 
high as possible. 


They Book Time 
In Ceylon 


British advertisers who have 
booked time on the new Radio 
Ceylon service include Lipton’s 
tea, B.O.A.C., Kolynos, Eno’s 
Fruit Salt, Thermogene, Ferguson 
tractors, Brylcreem, Macleans, 
Colgate-Palmolive, Standard 
Vacuum, M.G.M. films, Robex 
watches, German Industries Fair, 
Times of Ceylon, and Anacin 
tablets. 


*Times Of India’ London 


Branch 
Bennett Coleman & Co., Ltd., 
proprietors of The Times «f 


India, published in Bombay and 
Delhi, have registered their Lon- 
don branch at 4 Albemarle Street, 
W.1, with E. W. B. Thornton 1s 
general manager and Graham E. 
Mitchell advertisement manager. 
The editorial section of the com- 
pany’s activities will continue to 
be dealt with by Sir Francis Low. 


265 


Million Tons Of Straw May 


Aid Paper Production 


By Our Paper Trade Correspondent 
The prospect of continued shortage of paper has focussed 
attention on the use of non-traditional raw material by the 
industry, and many technical experts are again considering the 


possible use of straw. 

The rayon and plastics indus- 
tries are now formidable competi- 
tors with paper making for avail- 
able wood pulp, and pulp pro- 
ducers often find it pays more to 
cater for the needs of those in- 
dustries. In addition, necessary 
forest regeneration measures in 
Scandinavia will limit the avail- 
ability of timber for wood pulp. 

In these conditions it is impor- 
tant that the practicability of 
using other raw materials be fully 
explored. In Britain in years of 
normal harvest there is One raw 
material freely available—straw. 
It is estimated that not less than 
a million fons of straw, surplus 
to farm requirements, could be 
made available. 

Trade authorities have esti- 
mated that this would provide 
250,000 tons of fine paper pulp 
and 250,000 tons of wrapping 
paper, corrugating and board 
pulp. Farmers would welcome 
an assured outlet for their sur- 
plus straw. 

Paper users are persistently 
asking why the British paper mills 
do not make more use of this 
home grown crop? 


Powerful Attraction 

The reasons are partly tech- 
nical, partly economic and partly 
a reluctance to depart from well- 
tried methods of production 
which have provided types of 
papers widely acceptable in home 
and export markets. 

During the war the mills were 
cut off from their main sources of 
wood pulp and esparto supplies, 
with the result that straw was 
used in considerable quantities. 
As experience accumulated, a 
very good sheet was turned out. 
When wood pulp and esparto be- 
came freely available again after 
the war interest in straw declined. 
Now with esparto grass at nearly 
£35 per ton, over eight times its 
pre-war price, home-produced 
straw, which can be bought at 


Because they “might bring thoughts of business into this gathering,” 
speeches were barred at the annual gala of the Press Advertisement 


Managers’ Association in London last Friday. 


In this group are (left 


to right): W. H. Cooper, president; Mrs. Cooper; and W. A. Hawkins, 
managing director, “Bristol Evening Post.” 


£4 10s. to £5 per ton, again has a 
powerful attraction, 

Printing paper, banks and 
bonds of an acceptable standard 
can be, and are being, made with 
pulp containing a large percent- 
age of straw but the best results 
are obtained with plant specific- 
ally designed for straw-processing. 

Treatment of straw in boilers 
designed for esparto grass is 
more expensive in coal and 
chemicals, and these economic 
considerations have relegated 
straw to the position of a sub- 
stitute material in many British 
mills. 

Another _ technical 
awaits solution—that of effluent 
disposal. Most paper mills are 
Situated on or near rivers and 
straw pulp making raises ques- 
tions of effluent disposal which 
are not easy of solution, particu- 
larly in view of the more rigorous 
attitude of the State towards river 
pollution, 

With modern processes straw 
can be considered as a paper 
making material in its own right. 

Considerable capital expendi- 
ture is involved in the necessary 
plant, but the consequences of a 
failure of paper and board sup- 
plies to the defence programme, 
as well as to the industrial and 
commercial life of the country, 
are sO grave that many people 
inside and outside the industry 
are urging that the full technical 
resources of the industry be 
mobilised to further the extended 
use of straw in paper mills. 


problem 


ADVERTISER'S WEEKLY 


Periodicals’ 
Newsprint Cut 


‘A reduction in newsprint for 
periodicals has been announced 
by the Board of Trade. In the 
case of large users the reduction 
will be 20 per cent and of small 
users, 10 per cent, as from 
March 4. It will continue until 
further notice. 

The majority of periodicals 
use mechanical printing paper. 

The use of this paper is not 


Paper Chase—6 


This is one of three stickers 
sent out to advertising agents 
this week by the Waste Paper 
Recovery Association. Agents 
are urged to order them for 
their own use and to ask 
clients to use them on corres- 
dence and packaging. 
easonable requests will be 
met without charge. 


controlled and these periodicals 

will therefore not be affected 

by the reduction in newsprint. 

A 26 per cent increase in the 
price of newsprint has resulted 
in a request to the French 
Government by the Federation 
De La Press Francaise for an in- 
direct subsidy to newsprint pro- 
ducers to help them keep prices 
at the present levels. 


Newsprint: Britain Will Support 
World Sharing Scheme 


Britain is supporting the 
French Government’s request 
to the U.S.A. to establish an 
international authority for 
equitable distribution of news- 
print. 

This assurance was given in 
Parliament by the President of 
the Board of Trade, answering 
Mr. John Rodgers, M.P., who is 
a director of J. Walter Thomp- 
son Co., Ltd. 

Mr. Harold Wilson said he had 
been convinced for some time 
that the problem should be 
approached internationally. The 
French proposal was for the 
setting up of a Commodity 
Group on pulp and paper, which, 
it was hoped. would make news- 
print one of its first concerns. 
It would be for the Commodity 
Group itself to determine how 
best the problem could be solved 
either by an allocation scheme 
or otherwise. No final decision 


had yet been taken at this point. 

Mr. Rodgers asked if, in view 
of recent cuts, exports of news- 
print would be reduced? 

Mr. Wilson: No; but exports 
of mechanical paper, the produc- 
tion of which competes with the 
production of newsprint, will 
have to be substantially reduced 
as from the beginning of next 


month, and I hope to secure 
additional economies in other 
directions. 


Asked about the progress of 
negotiations with Canada, Mr. 
Wilson said the Newsprint 
Supply Company had arranged 
for the delivery of 100,000 tons 
before the end of 1951; this 
included some 13,000 tons de- 
livered towards the end of last 
year. 

No arraneements had yet been 
made extending beyond 1951, but 
the Newsprint Supply Company 
hoped to have further discussions 
in Canada shortly. 
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How Good Design Can Be Good Business 


Under the heading “Package 
design is good business—for 
whom?” a consultant designer, 
an editor, and a member of a 
manufacturing firm talked first 
principles at a meeting held on 
Tuesday by the Design and In- 
dustries Association. 

The editor (Mr. John Cain, 
Sales Appeal) said: “Designers 
very often talk as if good pack- 
aging should be judged as a work 
of art. Though I privately 
sympathise with them, I feel that 
they are unwise to say so openly, 


because it leaves them open to 
attack.” Memorable packaging, 
he maintained, could sell goods 
just as much as memorable 
advertising. 

The designer (Mr. Norbert 
Dutton) said: “This Association 
should abandon the expression 
‘Good Design. By meaning 
something different to every- 
body it ends up by meaning 
nothing to anybody.” 

While he did not think 
aesthetics unimportant, he 
believed that packaging had three 
Main functions: to protect; to 


EXHIBITORS WARNED 


Patriotism May Be Bait 
Of Dud Promoters 


Exhibition “flops” are frequently due to unscrupulous pro- 


“moters, Mr. L. H. S. Chevallier, | general secretary, Incorpor- 


ated Society of British Advertisers, told the Publicity Club of 


Nottingham. Unscrupulous , 
promoters had been more con- 
cerned to make a big profit out 
of the exhibitors than to 
attract box office receipts by 
organisation on the right lines 
and by extensive publicity, he 
“If an exhibition is of an 
industrial kind, we contend that 
it is for industry to say whether 
they want it or not, how it shall 
be organised, and by whom. If 
such insistence on the part of 
exhibitors were more general and 
concerted action were taken 
through their trade associations, 
there would be fewer “flops” in 
exhibitions and less support for 
the unknown and _— untried 
romoter. All too often exhi 
itors “fall for” a_ project 
because they are afraid of miss- 
ing something if they stay out.” 


Must Not Evade 

Their Responsibility 

Local manufacturers and 
dealers approached for support 
for exhibitions held in conjunc- 
tion with the Festival of Britain 
would do well to ensure that they 
were being handled by experi- 
enced and reputable organisers. 
Town councils must not evade 
responsibility by leaving all the 
arrangements to those who are 
solely interested in turning the 
opportunity to their own advan- 
tage. 

Exhibitors had, in some cases, 
already made it clear that they 
are not disposed to support 
exhibition organisers who 
approached them on “patriotic” 
grounds at the instigation of the 
local authority. 

“Patriotism under an arrange- 
ment where the exhibition organ- 
iser is given an entire'y free hand, 
can be a costly business,” Mr. 
Chevallier warned. 


Dull ‘Outers’ 
Lose Sales 


That packaging loses too many 
opportunities of advertising the 
product before it reaches its 
ultimate consumer was a point 
made by Mr. Roger Falk, 
director general, British Export 
Trade Research Organisation, in 
a talk on “Phokaging for Export” 
at the Packaging Exhibition, 
Olympia, last week. 

“We use dull ‘outers’ very 
often,” he said; * we forget that, 
in North America certainly, the 
retail clerk needs quite often to 
be ‘sold’ on the product.” 

Not enough British exporters 
checked up on the condition of 
their merchandise upon arrival 
at the retail outlet. Research 
into these questions was neither 
black magic nor expensive; it was 
the sane, practical device of em- 
ploying a disinterested, objective 
Organisation to find out things 
that often tended to escape the 
exporter’s notice. 


They Welcome 
Talks Plan 


“Circular No. 1” which (as 
reported last week) was sent by 
the Ministry of Local Govern- 
ment and Planning to local 
authorities asking for co-opera- 
tion with outdoor advertisers in 
reducing the number of appeals 
under the Control of Advertise- 
ment Regulations is welcomed by 
the outdoor advertising industry, 
states Mr. H Mallatratt, 
secretary, Outdoor Advertising 
Industry Advisory Committee. 

This circular is the result of 
the avvroach made by an 
O.A.1.A.C. deputation to the 
Minister, Dr. Hugh Dalton, last 
November. 


identify and advertise; and to 
dispense the contents. 

The manufacturer (Mr. Edward 
Richardson, designs department, 
Boots) said that a package that 
was “good business” was planned 
to meet the needs of mass pro- 
duction, mass distribution, and 
sale for open display. It must 
also cost no moré than the 
market for which it Was intended 
could afford. 

A number of well known 
packs, slides of which were 
shown on a screen, were criticised 
by the three speakers. 


THEY SPOTTED ALL THE WINNERS 


Cinema managers from all over 
the country attending a presen- 
tation lunch at the Dorchester, 
London, to mark the close of a 
contest on the horse-racing theme, 
found themselves still “on the 
rails.” 


Among display features in- 
stalled by Leon Goodman Dis- 
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SPOTLIGHT ON 
EXHIBITIONS 


Princess Elizabeth, president of 
the Royal Society of Arts, will 
open an “Exhibition of Exhibi- 
tions at the Society’s house, in 
the Adelphi, London, on May 1. 

Part of the Society’s celebra- 
tions to commemorate the Great 
Exhibition of 1851, which it in- 
augurated, the exhibition will be 
open during the period of the 
Festival of Britain. It will trace 
the origin and history of exhibi- 
tions in this country, showing 
particularly the Society’s influence 
on their development in the 18th 
and 19th centuries. 


plays Ltd. was a moving painted 
track 40 ft. long and 13 ft. high 
which gave a passing panorama 
of race course scenes in full 
colour. Set in front of this were 
cut-out horses with the photo- 
graphed faces of contest winners 
on the jockeys. Effective back 
lighting helped the illusion of a 
continuous race. 


Early Easter Gives Spurt To 
Seaside Campaigns 


Despite the international situation there are signs that 
holiday resorts’ advertising will reach record proportions this 


year. 
seaside publicity campaigns. 

The “Plan Your Holidey Now” 
composite advertisement feature 
that has filled a half-page in the 
News Chronicle each Thursday 
since Christmas, occupied a whole 
page last Thursday. The News 
Chronicle's first whole page since 
before the war, it contained ad- 
vertisements for more than 50 
holiday centres and travel agen- 
cies. The feature will revert to 
half-pages for the rest of the 
season. 

For the first time Guernsey 
States Publicity Committee are 
folder advertising in France and 
Belgium. Ten thousand, printed 
in French, have been circulated 
through travel agencies. There 
will be a second campaign from 
May to July to attract autumn 
visitors. 

In addition, 75,000 folders are 
being distributed elsewhere. Ten 
thousand posters, in two sizes and 
20,000 folders are going through 
the British Travel and Holidays 
Association to America, Canada 
and to European countries. 
Four hundred panels are to be 


Easter being early there has been an initial spurt in 


used on the London underground. 

Press advertising will include 
use of six Sunday and ten 
national dailies until the end of 
April. A second campaign will 
attract later visitors. 

Brighton publicity organisa- 
tions, hotels and shops are 
following the official “all clear” 
in connection with the district's 
recent smallpox epidemic. 

“Brighton is brighter than ever 
now,” is the slogan printed for 
mail stickers and labels. 

At Margate 400 copies a day 
of the town’s guide have been 
dispatched to applicants. An 
additional 13.000 have been sent 
to travel agencies, coach offices 
and public libraries. 

Exmouth has declined an invi- 
tation from the British Travel 
and Holidays Association to 
advertise in the United States. 

The town’s advertising com- 
mittee inspected two British Rail- 
way posters and selected one 
showing Exmouth as a bay. 
They stipulated the caption 
should be: “Exmouth, in the 
English Bay of Naples.” 
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CLUB NEWS 


Copy Should Be Second 
String In Advertising 


Illustrations are a more 
mportant element in adverti- 
sing than copy, the Publicity 
Club of North Wales unanim- 
ously decided last week. 

Mr. H. A. Box (an agency art 
chief) contended that a poster 
showing the bay of Llandudno 
would consist of 95 per cent pic- 
ture, which did the telling and 
selling. The word “Llandudno” 
could not possibly sell itself. 
Illustration was a simple and 
quick way of saving a lot of 
complications; it removed some 
of the tedium from copy. 

As children we were able to 
comprehend objects and illus- 
trations of objects naturally: 
the use of words became under- 
standable only after years of 
study. 

Mr. F. W. Jefkins (Llandudno 
publicity manager) maintained 
that a short, crisp, catchy slogan 
could intrigue immediately, and 
obtain the desired attention. 
Detailed copy, in quite a small 
space, could tell more than a pic- 
ture—which at best could show 
only part of a whole or a par- 
ticular aspect. Copy must clinch 
the argument, proving quality, 
economy, desirability, or dur- 
ability, as the case might be. In 
promoting action, invariably copy 
was the most effective means. 


Nottingham 


. 
Advertisers And 
. . 
Rising Costs 

Addressing Nottingham Publi- 
city Club on Tuesday, Mr. 
L. H. S. Chevallier, general secre- 
tary, 1.S.B.A., said: 

“In recent months the general 
economics of advertising have 
been thrown out of gear by the 
increased cost of facilities and 
this is particularly noticeable in 
the case of the Press. Advertisers, 
in general, would probably agree 
that it is not unreasonable to ex- 
pect them to pay their share of 
increased production costs, but 
they do object very strongly to 
paying more than their share. We 
do not underestimate the prob- 
lem the publisher has to face, 
but the solution does not lie 1m 
passing on to advertisers all the 
extra cost of producing the pub- 
lication. This can only result in 
an increase in the cost of display 
space to a point where it becomes 
uneconomic and advertisers, being 
realists and not philanthropists. 
will eventually resort to other and 
less costly means of publicising 
their products. To-day’s cost of 
space may be economic to one 
advertiser but not to another, but 
will to-day’s advertiser pay to- 
morrow’s price? Publishers must 
remember that the breaking point 
is directly related to the elasti- 
city of the advertising budget. 
Advertisers have not got bottom- 
less pockets.” 


11 Elite—The Club 
Delete 


Soon after demobilisation in 
1945, eleven advertising men got 
together and formed a social club 
under the novel title of the 
“Delete Club.” Among them 
were J. A. Messum, A. Avery, 
F. W. Burton, E. Wadham, G. 
Fuller, J. J. Jefferies, H. G. 
Phillips, J. B, Shemming, D. 
Avery and P. Andrews. 

Their object was the promotion 
of goodwill and friendship 
among members of the advertis- 
ing profession returning to 
civilian life after war-service. 

First meetings were held in a 
small room at the Golden Lion, 
King Street, St. James’s. Various 
other venues were “sampled” and 
for the last 18 months the club 
has been firmly entrenched at 
The Codger’s where monthly 
meetings are held. 

High spot in the Club’s short 
history came recently when the 
annual dinner and dance took 
place at The Paviour’s Arms, 
Westminster. 

Membership is nearing 50. 


Sheffield 

Training Youth To 

Think 

The expenditure in 1939, of 
£85 million on advertising, as 
against £52 million on education 
was commented on by Mr. 
Stanley Moffett, director of edu- 
cation for Sheffield, in a talk to 
the Publicity Club of Sheffield 
aes and the Young 


The annual dinner and dance of the Birmingham Publicity Associa- 
tion was held on Friday last at the Botanical Gardens, Edgbaston, 
Birmingham. Photo shows the president, F. L. Johnson, manag- 
ing director, Birmingham Gazette and Despatch Ltd., and Mrs. 
Johnson receiving J. W. Bragger and Mrs. Bragger and other guests. 


Hull 
‘Better Clubs’ To Be 
Conference Theme 


An exhibition of members’ 
work—art, advertisements, print, 
process engraving, posters, books, 
etc.—will be one of the high- 
spots of the Hull Publicity Club’s 
silver jubilee conference to be 
held at the New York Hotel, 
Hull, on March 9 and 10. 

Addresses will be keyed to the 
objects of the conference—‘“to 
impress upon members of clubs 
(especially the new and younger 
ones) the real responsibilities of 
membership; to endeavour to im- 
part useful information to ll 
clubs; and to discuss club matters 
from the experience obtained 
over many years.” Among the 
speakers on this theme will be 
Arthur Chadwick and Comdr. A. 
Robertson-Macdonald (London), 
R. Williamson (Leeds) and Eric 
Brown (Leicester). 

Final session will be “Any 
Questions,” in which the con- 
ference speakers will answer 
questions on club life. 


GLASGOW JUNIORS SEE STUDIO WORK 


As guests of Rex Publicity 
Service the junior section of the 
Publicity Club of Glasgow saw 
the silk screen and poster studios. 

The preparation of displays. 


commerical art, ticket writing. 
hand-cut silk screening, half-tone 
silk screening and Day-Glo pro- 


cessing were examined. Con- 
siderable interest was created <n 
the silk screening of a half-tone 
photograph showing a_ scale 
mode! of the City of Glasgow as 
it may be in 50 years time. 
Members were each presented 
with a copy of this complete 
half-tone. 


The toast “The City of Birm- 
ingham,” proposed by Mr. F. L. 
Johnson, was acknowledged by 


‘ the Deputy Mayor of Birming- 


ham, Alderman H. Humphreys. 
Over 200 members and guests 
attended what proved to be one 
of the year’s social highlights 
among Midland advertising folk. 
Mr. Harold Cave (chairman, 
Leicester Publicity Club), pro- 
posing the toast of! the Associa- 
tion, referred humorously to the 
activities of the public speaking 
sections of the Birmingham and 
Leicester Clubs and to their 
eventual meeting in competition. 
Response was by Mr. H. Hatton 
(Birmingham Post and Mail). 


London 
Ideas Wanted 


Reports on the progress of the 
organising committee of the 
International Advertising Con- 
ference will be given sub-com- 
mittee chairmen at the Monday’s 
meeting of the Publicity Club of 
London, at the Waldorf Hotel. 

Under the chairmanship of 
Commander Alan _ Robertson- 
Macdonald, the meeting will later 
be open to general discussion. 

“This is the time,” said Mr. 
W. H. Gollings, Club chairman, 
“to bring forward ideas to make 
the Conference the great success 
we all want it to be.” 


Bradford 
Lord Mayor Installs 
Scott Chairman! 


At a meeting of the Bradford 
Publicity Association, the Lord 
Mayor (Alderman Alton Ward) 
who, by virtue of his office is a 
vice-president of the Association, 
presented Mr. T. C. Scott with 
the chairman’s badge. 

Mr. Scott succeeds Mr. C. G. 
Powney, the Association's first 
chairman. 

_Mr. Kenneth Parkinson (pre- 
sident. Bradford Chamber of 
Commerce), president of the 
Association since its inception, 
spoke. 


C. T. Courtney-Lewis has 
resigned the secretaryship of 
Coventry Publicity Association. 
F. Andrews, editor, Coventry 
Chamber of Commerce Journal 
has taken over. 
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NEWS ABOUT PEOPLE 


Ws 


After thirty years with the 
Board of Trade, R. E. J. Moore, 
director, British Industries Fair, 
is retiring. Before the war he 
“sold” Britain to exhibition visi- 
tors in many cities in Europe and 
America, and he also had a large 
share in planning the Wembley 
Exhibition. Edward Bower, who 
succeeds him as director in April, 
was in the Export Credits Depart- 
ment during the war. 

. * 


Charles W. V. Truefitt, organi- 
ser of the Daily Mail \deal Home 
Exhibition, has been unanimously 
elected chairman of the Associa- 
tion of Exhibition Organisers in 
succession to Cyril Mills. 

* * * 


S. W. Alexander, editor and a 
director of the City Press, is now 
also. that paper's proprietoi 
having acquired the City Press 
shares of Illustrated Publications 
Co., Ltd. 


” 7 . 

F. R. Sidebottom, director of 
Mayflower Publishing Co., has 
left for U.S.A. where he will 
arrange for simultaneous publica- 
tion of a new cookery book his 
firm is planning. He will also 
launch a new kind of loose-leaf 
binder for which another com- 
pany of his, Mooreslip Bindings 
Litd.. have rights for a greater 
part of the world. 


* ~ ~ 
Stanley J. Byron, editor, 
Drv Cleaning Journal since 1941, 
has resigned in order to concen- 
trate on public relations work 


OBITUARY 
J. A. Haird 
Mr. J. A. Haird, governing 


director of the Southampton 
poster and printing firm of Zi! 
woods Ltd., has died at the age 

52 following many months of i/l- 
health. 

He joined the firm as a director 
in 1934, coming to Southampton 
from Leicester. 

Mr. Haird was a member of the 
Publicity Club of Southampton 
and of Southampton and District 
Master Printers Association. 

He is succeeded as governing 
director of the firm by his son, 
Mr. J. G. Haird. 


J. G. Anderson 
The death took place last week 
at Harrogate of Mr. John George 
Anderson, former advertising 
manager of W. H. Smith & Son 
td 


Mr. Anderson who was 85, re- 
tired about 20 years ago 


J. H. Macadam 
Joseph Hancock Macadam 
chairman of Maclaren & Sons 
Ltd., and editor of the Briris/ 
Baker for 55 years, died last Fri 
day, aged 86. 


Ronald Severn, advertising 
manager, Abbott Laboratories, 
has returned from Chicago where 
he has been studying the adver- 
tising set-up of their associate 
concern, Abbott and Co., there. 

* * * 


P. J. Hindle-Briscall has joined 
Scientific Photography and Edi- 
torial Services Ltd. to be in 
charge of public relations. For 
some years he was Press and 
publicity manager for Jack 
Hylton Ltd. 


R. E. J. Moore 


C. W. V. Truefitt 


E. Bower 


The career of Norman Kark, 
publisher of Courier, Bandwagon 
and Today, appeared in the 
“People on Parade” feature jn the 
Continental Daily Mail. 


Dolan Developments Revealed As 
Aides Fly In From Europe 


- 
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From left to right: Francis Butters, R. D. Stewart (seated), Lars Bunge 
Meyer of Sweden, Gerard van Hulzen of Holland, Patrick Dolan 
and Mark Quin. 


With this week's visit to 
Britain of Lars Bunge Meyer, 
from Stockholm, and Gerard 


van Hulzen, from Amsterdam, 
first complete details of the de- 
velopment of Patrick Dolan and 
Associates were announced. 

Started 18 months ago, the 
company is operating as a Euro- 
pean marketing and public rela- 
tions organisation, with offices in 
London and New York, and 
branches with associates, in 
Stockholm, Copenhagen, Amster- 
dam, Brussels, Paris, Zurich, 
Madrid and Toronto. 

Other directors besides Patrick 
Dolan are Richard P. Carrigan, 
who runs the New York office, 
R. D. Stewart, and J. R. Tre- 
lawny. 

Executive staff in London con- 
sists of Mr, Stewart, Mark Quin, 
Francis Butters, and Mrs. Timmie 
O’Brien. In addition to Meyer 
and Hulzen, other overseas men 
are Hakon Bruun, Copenhagen: 
Pierre Regout, Brussels: Jacques 
Marmain, Paris; Walther von 
Liliencron, Zurich: Amadeo 
Alvarez, Madrid and Lisbon. In 


New York Mr. Carrigan is aided 
by John Moynahan who handled 
public relations for the Man- 
hattan atomic project, and 
Edward Gottlieb, a specialist in 
the drugs and cosmetic field. 
During the past year the P.D.A. 
organisation has concentrated on 
public relations in Europe, and 


on marketing in the United 
States to introduce European 
products to America and 


Canada. 

Clients served in the publicity 
field include Hambros_ Bank, 
Bata shoe organisation, the 
Hawker Siddeley Group and the 
Dutch Bulb Growers Associa- 
tion. 

Among clients aided in market- 
ing work are Danish Knitwear 
Industry; Bovril: Gray's Tex- 
tiles: Swedish glass combine of 
Kosta, Boda. and Afors: Denton 
Hats: Charrington’s Toby Ale 
and Marshall and Taplow, dis- 
tillers. 

Accompanying the two over- 
seas P.D.A. men, who arrived by 
air, On consultations and visits to 
clients is Francis Butters. 


Advertising 


‘ Conference 
1951 


Conference delegates who have 


registered from 21 countries 
include : 
J. A. van den Houten Jr., 


managing director of the Recla 
Technica advertising agency of 
Amsterdam, and a member of the 
Genootschap voor Reclame, who 
has been 25 years in advertising. 

Borge Ginnerup, managing 
director of the Gillette Safety 
Razor Company of Denmark, 
coming as the guest of W. S. 
Crawford Ltd. 

Elon Borton, president of the 
Advertising Federation of 
America and chairman of the 


American Committee for the 
Conference. 
Miss Jacqueline Grandfils, 


secretary of the Club de la 
Publicité, Belgium, who spent four 
years in England during the war 
as a liaison officer. 

Oo. M, H. Jackson, joint 
managing director of Stronachs 
Advertising of Bombay and a 
Corporate Member of the Insti- 
tute of Export. 

Aage Schibsted, managing 
director of the Gillette Safety 
Razor Company of Norway and 
Scandinavian area manager for 
Gillette’s in Norway, Sweden, 
Denmark, Finland and Iceland. 

Switzerland and Eire have 
registered as participants in the 
Youth Scheme. 

Luxembourg and 
sending delegates. 


They Will Organise 
Specialised Sessions 


_ Organisations running special- 
ised sessions at the Conference 


Israel are 


include: Advertising Creative 
Circle, British Direct Mail Ad- 
vertising Association, British 


Federation of Master Printers, 
Display Producers and Screen 
Printers Association, Incorpor- 
ated Advertising Managers Asso- 
ciation, Incorporated Society of 
British Advertisers. Institute of 
Incorporated Practitioners in 
Advertising, Market Research 
Society, Newspaner Society, Out- 
door Advertising Industry 
Advisory Committee, Periodical 
Proprietors Association, and 
Women’s Advertising Club 
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® @ @ Covers the liveliest section of 

the market. Covers a vast readership of women with 

a home environment—particularly those with children. 
Covers a large advertising field for clothing, 

foodstuffs, furnishings, home requirements... 

Covers your need for a safe, lucrative 

investment in advertising space. 
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‘Phone: Chancery 8844 
February 15, 1951 — 
Fight This Foreign 
Trade Press Ban 


W' H British export trade booming, there have been in 


the past few months recurring instances of trade journals 
in other countries refusing to accept advertisements from 
United Kingdom manufacturers. 

A French trade paper conformed with a request from L’Union 
des Industries Textiles not to accept advertisements for any 
products competitive with those produced by the French weaving 
industry. A Danish textile industry publication laid down that 
British advertisements could be accepted only if the advertiser 
was represented in Denmark. Two American journals are 
reported to have obstructed British efforts to increase sales of 
toys in the United States by refusing to accept advertisements 
from British and other foreign toymakers. And other examples 
of this kind of discrimination could be given. 

The attitude of these European and American journals is that 
increasing imports from Britain—or other countries—could make 
serious inroads on the trade of home manufacturers. 

This parish-pump attitude is short-sighted in the extreme. 
It reveals complete lack of understanding of the fundamentals of 
good and successful trading. Business between nations can only 
be lucrative and lasting if it is bi-lateral. 

These restrictive practices of some foreign trade journals are, 
of course, quite contrary to the wishes of the Governments 
concerned, They are also diametrically opposed-to-the spirit of 
international trade agreements, which seek to ¢reate world peace 
and prosperity through mutual trading. 

The question that arises is, what should be done to counteract 
a disturbing development which, if it spread extensively might 
seriously undermine the whole structure of British export 
marketing? 

It has been suggested that the cudgels might be taken up on 
behalf of British industry by [.S.B.A., the Board of Trade’s 
Export Promotion Department and the Federation of British 
Industries. No doubt these organisations would step in if the 
problem reached such serious proportions that the impact on 
balance of trade figures brought it forcefully to their notice. But 
now is surely the time for action, when a dangerous trend might 
easily and effectively be nipped in the bud. 

The trade papers in France, Denmark—and any others which 
may consider applying a veto to competitive British advertising— 
must be shown the error of their ways. They must be told that 
healthy competition benefits the buyer and thus world trade, in 
which advertising has its part to play in ensuring efficient 
distribution and marketing. 

Is this not an occasion when the Advertising Association 
might take the lead? If it is to gain international recognition as 
the central organisation of British advertising, the Association 
must make itself felt on all fronts in defence of the industry. 
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To-morrow’s Topics 


IG new developments in 
Be relations are ex- 

pected this year. With 
the ever-decreasing supply of 
newsprint and other paper, 
advertisers, however loyal they 
are to Press advertising, are 
being forced to look for other 
publicity outlets. 


Public relations, on the Ameri- 
can pattern, is making rapid 
headway in this country, and 
sorne large advertisers are begin- 
niag to make considerable appro- 
priations available for this 
medium. 

Another interesting develop- 
ment is that several large con- 
cerns which have fought shy of 
national advertising—although 
they have used local newspapers 
to a limited extent—are now 
turning to public relations. 

One vast concern, which 
showed several millions of profit 
last year, and which has no ad- 
vertising agent, is about to open 
a substantial P.R. account. 


™~_—— Oo —(—tl 


Festival Type, originally de- 
signed for exclusive use in Festi- 
val publicity, may soon appear in 
many commercial advertisements. 
It has already been used by a big 
advertiser in the trade Press. 
This follows an announcement by 
the Festival authorities that the 
1951 symbol is generally avail- 
able for tie-up purposes. If the 
type also is to be freely used, its 
recognition value will disappear. 
Why has the Festival Office done 
nothing to secure its copyright? 


Govt. posters ‘no 
longer accord with 
facts’ 


RITICS are calling for an 
overhaul of the Govern- 
ment’s poster publicity. Early 
action may be expected to follow 
recent discussion in the House of 
Commons. 

Questioned about the poster 
which appealed for national sav- 
ings to finance the ground nut 
scheme, Mr. Hugh Gaitskell said 
it Was printed in June, 1949, and 
had a limited distribution in 
September 1949. In October 
1950 the National Savings Com- 
mittee decided on a further dis- 


tribution to schools, but the com- 
mittee had since given instruc- 
tions to withdraw the poster “as 
part of the letterpress no longer 
accords with the facts.” 

Those in high Government 
places who sometimes question 
the validity of commercial adver- 
tising would do well first to 
examine the activities of some of 
their own publicity departments. 


we See 


The coal crisis has meant many 
empty grates—and a few filled 
coffers. It is estimated that 
£30,000 in agency fees has 
accrued from the ‘Save Fuel’ cam- 
paign so far this winter. And 
there are still five or six weeks 
to go before the country is out of 
danger. 


me i Se 


Collins challenge 


Hulton survey 


ONTROVERSY is beginning 
over the Hulton Child 
Readership Survey. 

Mr. R. A. Paterson, advertise- 
ment manager, Collins Magazine 
For Boys And Girls, has chal- 
lenged the figure of 180,000 given 
as readership for his magazine. 
In a letter to space buyers, ne 
says: 

“Publishers do not usually 
over-estimate competitors, cir- 
culations, and we of Collins 
Magazine, considering the work 
that has been going on through- 
out 1950 to increase our circula- 
tion, feel that a _ readership 
figure of over 200,000 is rather 
more likely.” 

The Hulton Survey placed the 
Hulton publication Eagle an easy 
first in child readership. 


It appears that there is another 
big detergents war in the offing— 
with soap flakes intervening be- 
tween the various soapless 
powders. Tide is now firing a 
heavy salvo of coupons at 
London housewives. The ammu- 
nition must surely have been 
brought -hastily from store as it 
introduces “the new weekly wash 
sensation” (first launched in 
London, May, 1950). Swift 
retaliation is expected from 
Hedley's chief competitors. 
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A single insertion in the RADIO TIMES 
Campaign for a week 
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THE WOMAN who considers quality 


first and then the price; the woman 
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who admires the gracious but who 


Wild, 


Mihiili 


admires the practical, too, is the 


fii / 
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woman who reads and relies upon 
GOOD etait to guide her in her 


choice of what to buy .. . which you 


can sell and she may well seek ... 


-+-and for such women, there’s 


extra confidence in the fact that all 


OOD HOUSEKEEPIN 


advertisements are guaranteed 
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ADVERTISER'S 


glamorous Joan Hircombe, “and 
in my profession good teeth area 
great asset. I use Gordon-Moore’s 
¢ Toothpaste for several 
reasons. It cleans them beautifully 
and removes all the stains. 
just love its refreshing flavour 
Also, the pretty way it colours the 
gums is the thing other people seem 


else but Gordon-Moore’s nox 


Gordon-Moore’s Cosmetic Tooth- 
paste —for the over seventeens — 
is the crimson paste containing 
rougery!, which polishes the teeth 


match any Tipetich and makes the 
teeth look whiter by contrast. It's 
retty, and your friends 


GORDON-MO@RES 


TOOTHPASTE 


“IT can't forbear to cheer 
think of the silly teen-agers falling 
over themselves to buy the 


COROT LLL I, 


SOUTH EASTERN 


ALETT 


HEAD OFFICE - - MAIDSTONE 
80 FLEET STREET 


Any (Tinted 


NCE upon a time I knew 

a young copywriter who, 

for nearly a year, never 
allowed himself to be seen with- 
out a volume of George Moore on 
his desk or under his arm. A 
volume from the collected edition, 
of course. The limited one, signed 
by the author, and bound in white 
buckram with gold tooling. The 
copywriter claimed to be acquir- 
ing a style. Heavens above! 

If a young copywriter wishes 
not only to catch my eye but to 
win my approval by such a 
method he would be wise to 
plump for Kipling. 1 can think 
of no other writer with such a 
knack of making a character or 
an incident come to life before 
one’s eyes in a line or two, by 
the use of one telling word. 

Do you remember, in the 
Village that Voted the Earth was 
Flat, his description of a supreme 
darling of the music halls? He 
said that when other stars ap- 
peared the audience might clap 
or cheer or stamp its feet, but 
when she came into view the 
audience cooed. 

And I must say that I, also, cooed 
when | saw) this Sunlight Soap 
advertisement. If this drawing 
didn’t stop women in their tracks 
and make them look, and then 


Kents Own Picture Paper 


Gum, Chum? 


look again, | should be aston- 
ished and very sorry to hear it. 
We have been seeing some extra- 
ordinary pictures for suds and 
soap flakes recently, and no 
doubt they stopped people as 
effectively as a nudge in the solar 
plexus from Joe Louis. But what 
nearly all of them have conspicu- 
ously lacked is charm. Maybe I 
am old-fashioned and out-of-date, 
but I stick stubbornly to my be- 
lief that an advertisement that 
readers really enjoy looking at is 
better than one that attracts 
attention by being ugly or 
grotesque. Provided always, of 
course, that it is to the point. 

Apart from the drawing, the 
chief interest of the Sunlight ad- 
vertisement is the skill with which 
the headline is displayed. There 
must, one supposes, have been 
headlines of even more than 12 
words in the past, but Sunlight’s 
is as long as any I can remember. 
Yet it looks—and is—surprisingly 
easy to read. These condensed 
sanserif types seem to be very 
much more tricky to use than one 
might suppose. Time after time 
I have seen them make a headline 
look as stodgy and indigestible 
that only a proof-reader or a 
copytaster could bring himself to 
read it. At other times they 
seem really inviting and easy to 
read. The answer may well be, 
I think, that they should never 
be letter-spaced—even if letter- 
spacing looks wel] enough on the 
typesetter’s art paper proof. 

My criticism of the advertise- 
ment is one that you will only ap- 


Review of 


Advertising 
by 
COPYTASTER 


preciate if you see it full-size— 
11 in. deep. The name Sunlight 
‘s just out of eye-range as one 
jooks at the picture, so that a 
woman studying the picture will 
in the same glance read “it’s real 
soap” but will have to look up 
and re-focus her eyes to read 
“Sunlight.” Half-an-inch lower 
would probably have made all the 
difference. 

You may think this is a small 
matter, but you wouldn't if you 
had seen the hundreds and hun- 
dreds of copytesting results in 
which twice as many people re- 
member a picture as remember 
the name of the product it adver- 
tises. And the more compelling 
the picture is, the greater is the 
danger! 

* 7 * 


I AM NOT EXACTLY a figure of 
fun and certainly I <n no Adonis, 


the extra soapiness of 

SUNLIGHT 
—its 

REAL 


it’s REAL soap 
a and wetted 


“I cooed when I saw this adver- 

tisement. But the name Sunlight 

is just out of eye range as one 

looks at the picture. Half-an-inch 

lower would probably have made 
all the difference.” 


yet 1 think that at least as many 
women smile at me as at the next 
man. But do I see their gums? 
Not unless they are wearing par- 
ticularly ill-fitting false teeth. Try 
in front of the mirror and you 
will find it quite hard to show 
your gums without a grimace. 

You might think that the same 
notion would occur to women, 
but it obviously cannot, since vast 
numbers of them buy toothpaste 
that is said to tint their gums. 
It all proves what I have said 
before: That anybody who tries 
to apply logic to the advertising 
and selling of cosmetics is wast- 
ing his time. In this field, and in 
this alone, the advertiser most 
likely to succeed is the infuriating 
fellow who insists on being 
shown a whole host of rough lay- 
outs and chooses one, without 
rhyme or reason, by hunch alone. 
I have never yet seen a triumph- 
antly successful cosmetic cam- 
paign published by the sort of 
firm where advertisements run 
the gauntlet of advertising man- 
agers, product managers, sales 
directors, managing directors and 
head office. 

Gordon-Moore’s headline must 
surely be a winner. For some 
obscure reason I dislike it, but 
I can’t forbear to cheer as I think 
of the silly teen-agers falling 
over themselves to buy the for- 
bidden fruit. For some reason 
it reminds me of a beauty salon 
in New York that once promised 
to give readers: “Power over 
men, Power so devastating that 
you dare not use one half of it!” 

The copy is well keyed to the 
teen-agers—even to the way it 
follows the old mail order 
formula of saying the most im- 
portant things twice. Notice the 
colloquial and altogether deplor- 
able use of the word “like” in 
the second paragraph, and the 


(Continued on page 276) 
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DON’T LIMIT YOUR ADVERTISING 


+. ring up or write 


THE COMMERCIAL ADVERTISEMENT OFFICER 
BRITISH TRANSPORT COMMISSION 


CRANBOURN CHAMBERS, LEICESTER SQUARE STATION, LONDON, W.C.2. TELEPHONE: TEMPLE BAR 3490 
SCOTTISH OFFICE: 7 CASTLE TERRACE, EDINBURGH. TELEPHONE: EDINBURGH 31021 /2 


* *& FREE to advertisers and advertising agents: LONDON’S TRAVELLING PUBLIC. This publication, the first 
of a series of surveys, analyses an important market — the people who travel in the Greater London area. 
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Giving The Masses What They Want® 


Ye a 


JOHN BULL full-colour front covers have taken first-class art into § 


every corner of the country in the past five years. A. R. Thomson, 


R.A., is a top example of this quality. Here is another sphere in 


which JOHN BULL’s new standards of journalism are giving the 


best to the greatest number of people. Watch JOHN BULL. 


WEEKLY NET SALE 
OVER 1,000,000 


A Giant by Any Standard 


RECTOR, ODHAMS PRESS LTD.,96-98, LONG ACRE, 
ND A SQUARE GUARANTEE FOR A STRAIGHT LINE 
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eivil defence 


The responsibility for civil defence rests upon the local 
authorities of the United Kingdom. We give them all our 
help—and we should like to offer your clients the same 


service. 


There are 2,032 local authorities in Great Britain 
and they all read The Municipal Journal & Public Works 
Engineer. For a very good reason. It is the best publi- 


cation in its field. 


For over a year now we have devoted the maximum 


possible amount of editorial space to authoritative 


features by Home Office civil defence experts. The 


Director-General himself contributed two of the articles 


in a series of fourteen. 


Civil Defence has had world-wide sales. Advertisers are 


‘ | Republished in supplement form, The Facts About 
still ringing us up and telling us that they have just 
| received orders from authorities in Georgia, California, 


| Malaya, the Continent. ... 


We are at present publishing weekly Civil Defence 
| “Spotlight” features on selected towns, and la new series 


of C.D. articles will follow in the near future. 


| So if your clients are interested in shelteF construction, 
emergency lighting, buildings, food storage, radio and 
| telephone communications, ambulances, protective cloth- 
ing, fire-fighting equipment, alarm systems, medical out- 
fits, emergency catering, rescue equipment, fire-resisting 


material, then there is no doubt that the medium is 


Pah wea 


MUNICIPAL JOURNAL and 


PUBLIC WORKS ENGINEER 


3/4 CLEMENT'S INN. STRAND, LONDON, W.C. 
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(Continued from page 272) 


artful artlessness of the last 


sentence. 

Where Gordon-Moore’s tooth- 
paste will eventually settle down 
in the dentifrice market is any- 
body's guess. but this advertise- 
ment has plenty of punch for its 
size. 


* * 


THE READER who asked me, a 
fortnight ago, to change my name 
to text-taster leaves my withers 
unwrung. It is quite true that to 
a compositor the word “copy” 
means everything that has to >e 
printed—words, pictures, letter- 
ing, rules, printer's flowers, and 
so forth. And if anybody can 
show that a considerable number 
of compositors fread these 
columns I shall have to think 
again. Until then I propose to 
continue to call the words “the 
copy,” and the appearance of the 
advertisement “the layout.” (This, 
too, is a loose word, since some 
people believe that the general 
appearance of an advertisement 
is the “design” while the layout 
is only the precise placing of ail 
the elements called for by the 
designer, who is too grand a fel- 
low to decide on_ type-sizes, 
degree of leading and _letter- 
spacing, and selection of type 
faces.) 

Nevertheless, I have a good 
deal of sympathy with my chal- 
lenger. The word “copywriter” 
is unpleasing and confusing, but 
it is hard to find an acceptable 
alternative. “Advertisement 
writer” is long and clumsy, and it 
is not comprehensive, since copy- 
writers also write booklets. 
folders, slogans, puffs, directors’ 
Christmas cards, and almost 
everybody’s after-dinner speeches, 
not to mention form-letters, sales- 
men’s portfolios, directions for 
use, window-bills, posters, and 
jolly little jingles printed on the 
perforated sheets of a well-known 
branded article. 


* * * 


“Nice Sweets For Nasty 
Throats” is a splendid headline 
for Mac’s Antiseptic Throat 
Sweets. And “Money for Sale” is 


Novel Bottle 
For Yardley’s 


Fresia Perfume 


When Yardley’s re-introduced 
Fresia perfume to the market re- 
cently, they designed this novel 
bottle and colourful outer. The 
whole is packed in a protective 
pack of white card. With each 
bottle goes a rice-paper slip on 
which, printed in red. are instruc- 
tions in English, Spanish and 


French. (Keystone Studie 


A DOUBLE DIAMOND | 


| 
works wonders 


A Double Diswand’s whet 


| Te give him om ineocent chance 
| of playing Romeo 


bome sweet homeo. 


IND COOPERS OOUSLE DIAMOND HEE*ED AT BUETUN e] | 


Something should be done about 

this copy, a reader said. It was: 

the mysterious Orient was in- 
voked. 


| Betore he catches the train to 


almost as good for Manufac- 
turers’ Life Insurance. And how’s 
this for the first sentence of the 
copy for Williams Shaving 
Cream: “Scraping away with a 
shaving iron never did any man’s 
face any good”? 
* * * 


FINALLY WE COME to this adver- 
tisement for Double Diamond, 
which puzzled a number of 
readers when it appeared six 
months ago: “Is the copy sup- 
posed to be verse? Does Double 
Diamond contain opium or 
morphia to induce a dream-like 
state? If so, something should 
be done about it. If not, some- 
thing should be done about the 
advertisement,” says one puzzled 
reader. 

Well, something was done. 
And the body-copy now reads: 
“Dream life is less costly than 
real life and often more pleasing; 
a diamond is valuable, but the 
value of a Double Diamond is 
beyond price—New Chinese 
Proverb.” There's that mysterious 
Orient again. 
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You cannot over-estimate 


= 
the pulling power of 


3,800 


garments 


16, Welle St. Leadon, Wis 
Telephone, Meseum 6384 
Cables, Sesssemell, Leades 


Mth Atgust 1950 


The Conde Nast Publications Ltd., 
37 Golden Square, 
LONDON, W. 1. 


Por the attention of (Mrs) V.F. Champion 
Promotion Manager 


Dear Mrs Champion: 


were sold 


I thought we ought to write and tell you about the 
phenominal success which has followed the publication of 

our Susan Small Utility model as August "Choice of the Month". 
This mode’ had been a good seller before publication. We 

had already sold about 800 garments. We personally contacted 
all the people who were receiving a mention and told them the 
story with the result they were well stocked by the time your 
publication appeared. 


in a single 


Sinre then, however, we have been inundated with orders 
and sales now are over 3000 on this one model despite the fact 
that our delivery date is extended to the 15th of December. 

All the early deliveries went out with your "Choice of the Month" 
tag on, and I would be pleased if you would let me have a further 


. Needless to say this has made us pretty keen to appear 
in any future “Choice of the Month" and I can assure you of our 
whole hearted co-operation in any promotion which you 
contemplate. 


editorial page 


Assuring you of our best attenfion, we remain, 


Your advertisement in Vogue can 


Yours 
for SUSAII 


produce better results at a lower 


Le Ca 


cost per thousand copies sold than 


Dewotors F Carr Jones  L. Cam Jenne 
in any other fashion magazine— 


es aa 


Certified net sale exceeds 


Page rate £300 
Page rate per 1,000 copies sold now £2 


THE CONDE NAST PUBLICATIONS LTD., 37 GOLDEN SQUARE, LONDON, W.1 
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Retail Store Advertising—I 


The Agent Must Have 
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Shopkeeping Know-How 


By Ellis Lloyd A.LP.A., 


\HE_adyertising agent who 
handles retail advertising 
must be a shopkeeper as 

well as, an advertising man. A 

knowledge: of media, layout and 

artwork, copywriting, engraving 
and typography is not sufficient 
to ensure the success of a retail 
advertising campaign. On the 
other hand, it is fatal if the shop- 

Keeper imagines his experience 

of retail trade qualifies him to 

be an advertising expert. 

If the shopkeeper detects in 
his agent an ignorance of retail 
trading, then that poor agent 1s 
under the shopkeeper’s thumb 
and subservient to his ideas as 
long as he holds the account. 

There are those amongst us 
who take the line of least resist- 
ance and publish the misguided 
inspirations of the client without 
argument or comment. The 
client may be delighted to see 
himself in print, but often u 
does not inspire or even interest 
his public... and it is the public 
who matter. 

The large departmental store 
organisations can afford to em- 
ploy a qualified advertising man 
or woman with a sound know- 
ledge of retail trading who 
demands (or should do it worth 
while) a four-figure salary. But 
there are thousands of retail 
businesses which cannot or will 
not afford such personnel on their 
staff. They employ an agent, and 
that agent must give value for 
money, must have experience to 
talk to his client in his own 
language, must give confidence 
and inspiration and not become a 
mere liaison officer between the 
shopkeeper and the newspaper 
offices. He must know merchan- 
dise, be familiar with the tech- 
nique of shopkeeping, appreciate 
the psychology of the public and, 
of course, have a complete know- 
ledge of the practical side of ad- 
vertising 
* * a 


I IMAGINE hat you afe a 
successful retailer. You have 
no doubt spent many years 
Studying the merchandise you 
sell, investigating your markets 
and above all, studying the likes 
and dislikes of your particular 
public. Your touch separates 


silk and rayon, a glance takes in 
good style. perfection of cut and 
details of finish. A brief examina- 
tion and you are able to estimate 
the value of scores of items of 
merchandise. In short, you are 
master of your chosen trade. Now 
you employ three professional 
outsiders—a solicitor, an account- 


_ Managing D:rector, Ellis Lloyd (Advertising) Ltd., Glasgow 


In 


ant and an advertising agent. 
matters of law you treat your 


solicitor with considerable 
respect, An inadvertant contra- 
vention of one of the thousands 
of Board of Trade regulations and 
you telephone him. He advises 
you, you have confidence in his 
advice, you act upon it and pay 
his fees. 1 agree, if he gave you 
bad advice and it reacted unfav- 
ourably, you might consider get- 
ting a new solicitor to act for 
you, and quite rightly. 
Likewise, you employ an ac- 
countant. He audits your books, 
produces your balance sheet, he 
advises you upon those _heart- 
breaking problems involving the 
Inland Revenue authorities. While 


In this article, the first of two on 
advertising of department stores, 
the author gives the agent’s point 
of view. The second article, by 
the advertising manager of a 
famous store, will deal with the 
job of the advertising manager. 


you might make suggestions, 
endeavour to sway his inclina- 
tions one way or another, you 
still respect his professional] skill 
and abide by his findings and his 
advice, and, moreover, you pay 
his fees. 

Now what is your relation- 
ship with the third professional 
man you employ—your adver- 
tising agent? For a start you 
probably don't pay him, you 
obtain his expert advice a 
service for nothing because you 
know he gets 10 per cent from 
the newspapers. 

Assuming your advertising 
agent understands his business— 
and more important, your busi- 
ness, as he ought to do—he is 
more valuable to your business 
than your solicitor or your ac- 
countant. With the greatest 
respect, 1 suggest that these two 
professional gentlemen can be 
classified as necessary items of 
expenditure. Your advertising 
agent should be a valuable source 
of income. He should be as im- 
portant and vital to the prosperity 
of your business as your most 
expert buyer. But for heavens 
sake, take his advice . . , respect 
his knowledge as you do that of 
our legal friend and accountant. 


* * *« 


OW to set about starting an 
advertising campaign? First 
decide what you are going to 
spend (and that should not be 
matter of guess work or personal 
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the world 
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All his own 


work ... 


— BOY loves to be surrounded by 

wood, tools, nails, or anything that he can 
fashion with his own hands. A recent analysis 
of readers’ correspondence revealed that some 
82%, are active constructional enthusiasts. Be- 
cause of the immense pleasure these hobbies 
give to boys BOY’S OWN PAPER devotes 
special prominence to these features.- Articles 
regularly appear giving news of the latest tools, 
gadgets, and construction sets. It is not 
surprising, therefore, that manufacturers of 
these and similar products are glad of B.O.P. 
to reach this vast potential market. 


Make sure you have included it on your schedule. 


GEORGE H. PHIP)’S, Advertisement Manager 
Lutterworth Periodicals Ltd., 35 John Street, W.C.1 


Telephone: CHA 6151 


| advertising agent, 


See, AS 5 Wn cn 
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opinion, but a percentage figure 
of your gross turnover—remem- 
ber, it is as wrong to spend too 
little as too much). Call in an 
tell him the 
figure you have decided to spend, 
tell him all you can about your 
business, let /irn study your busi- 
ness. Let him produce a general 
theme of publicity most suitable 
to your business, your public. 
Then together produce a monthly 
merchandise programme. You 
should leave the rest to him, let 
him put into printed word and 
illustration, his ideas for selling 
your goods to your public. When 
he has produced the advertise- 
ments, express your opinion by 
all means. After all you are pay- 
ing the bill. But please don't 
superimpose your own fads and 
fancies, the ideas of your man- 
ager, your staff or the brainwaves 
of your wife or small daughter. 

Believe me, such things happen. 
Give your advertising agent full 
credit for being master of his 
job. Never insist on advertising 
in the particular paper you buy 
each morning; he knows the best 
papers for your public. Don't 
quibble over production costs; a 
good agent will not involve you 
in excessive block or art charges. 
Don’t hand him countless cuttings 
from papers and magazines as 
examples of what you consider 
to be perfection in art. Don’t 
insist on trying to advertise every 
line in your stock in one adver- 
tisement. Don’t try and teach 
your agent his job, accept him as 
the expert. Just sit back and 
judge his skill] by results over a 
reasonable period. If your adver- 
tising does not bring the antici- 
pated results—get a new agent. 


* * * 


ERE is some advice for the 
younger generation of ad- 
vertising men. Some twenty odd 
years ago, a man whom I deeply 
respect as the greatest authority 
on retail trading in this country, 
and who is to-day a great national 
figure in our land, took me to the 


window of his office and pointed 
to a woman walking on the oppo- 
site side of the street—an ordin- 
ary working-class woman. He 
said: “That is Mrs. Buggins, 
she’s a married woman with a 
family—one of this country’s 
housewives. There are many 
thousands like Mrs. Buggins in 
this city. Get to know her, her 
husband, her family. Find out her 
income, what her home is like, 
how she and her family live, what 
they talk about, how they amuse 
themselves. When you have got 
to know her and her family inti- 
mately, write your advertisements 
to her personally, and you'll 
make a good advertising man. 
Remember, always be honest with 
her because she is the backbone 
of retail trade.” That I consider 
to be the soundest advice anyone 
could give a young advertising 
man. 

If you are going to do retail 
advertising, get to know the retail 
trade, become a shopkeeper. |! 
sincerely suggest that some 
months behind the counter would 
be time well spent. Get to know 
the difference between silk and 
rayon, be able to appreciate 
points of fashion, cut and tailor- 
ing. Become a judge of values and 
always let your judgment be 
based upon the public’s point of 
view—not the buyers. 

A retail advertisement must 
have as much “news” value as 
the editorial columns. It must 
contain news of such vital interest 
as to compel a man or woman ‘o 
make a special journey to one 
particular shop. But remember 
advertising should not be used to 
get rid of buyers mistakes, unless 
they are being cleared at half 
price. 

Retail advertising is a special- 
ist job. It cannot be successfully 
done by the shopkeeper who 
thinks he knows all the answers 
or the advertising agent who is 
unfamiliar with merchandise. 
current market values and who 
doesn’t appreciate the day to day 
problems of the shopkeeper. 


Mail Order For Cookery Book 


A cookery book which will 
contain advertisements and which 
will be sold by mail order adver- 
tising is planned by a new sub- 
sidiary of Mayflower Publishing 
Co., Ltd. 

Feature of the book will be a 
new type of loose-leaf binder 
produced by Mooreslip Bindings 
Ltd. to enable the book to be 
sold in sections. The result will, 
however, look like a completely 
bound book. 

The folder and a selection of 
recipes will be sent out on an 
initial deposit. 

Subsequent deposits will secure 
further sections of recipes, each 
of which will be bound in art 
paper. Full-colour illustrations 
of manufacturers’ products will 
be printed on these covers with 
the reverse side devoted to des- 
criptive copy about the illustrated 
product. Rate for such a double 


page is £105, but the publishers 
will buy £35 worth of the adver- 
tiser’s goods for distribution as 
prizes in a competition. 

Details of this competition will 
be announced in an advertising 
campaign timed, tentatively, for 
next Christmas. 

Initial run will be 5,000 copies 
(the maximum for which paper 
is at present available), but ad- 
vertisements are to appear in all 


subsequent printings without 
further charge. 
Mr. S. S. Boxall has _ been 


seconded by H. V. Gould (the 
newspaper advertisement repre- 
sentatives) to take charge of 
space bookings. Printers will be 
Cowells of Ipswich. Type area 
for the full-colour blocks is 7 in. 
x 54 in. fully bled. There will 
by 744 pages, 62 of them ads. 
Arrangements are also being 
made to sell the book in U.S.A. 
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A group of eight Companies concerned with the 
Creation, Production and Servicing of Exhibitions 


and Displays in Great Britain and throughout the 


World City Display Organisation, Exhibition Works, 30 Uxbridge Road, London, W.12. SHEpherd’s Bush 1281 
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Over 500,000 ahead 


of any other 
Evening Newspaper 


EAR after year, The Evening News gains 
many thousands of new readers. In 1950 its 
daily sales reached a new record of nearly 
one-and-three-quarter million copies. No other 
evening newspaper, in this or any country, 


can claim anything like the vast and growing 
readership of The Evening News. 

Over the last six months of 1950, the certified 
net sale of The Evening News showed an average 


INCREASE OF 40,397 copies DAILY 
compared with corresponding figures for 1949. 
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This van is one of a fleet of 60 
employed by National Solus Sites to 
keep your posters well and attractively 
displayed. 

A map on the scale depicted can only 
show a few of the most important towns 
served by National Solus Sites ; in fact, 
there are over 500 towns in England and 
Wales where National Solus Sites ‘ stand 
alone,’ carrying your message to the eyes 
of the people. Wherever you advertise, 
National Solus Sites can give your product 
the individual publicity it deserves. 
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KEEPING THE COUNTRY POSTED 
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Members of the Solus Outdoor Advertising Association, Ltd. 
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HOW POSTERS HELP TO ADVERTISE 
A MONOPOLY 


JOSEPH H. RICHARDSON, 0.B.E., who recently retired 
from the position of Controller of G.P.0. Publicity, is 
contributing a series, exclusive to ADVERTISER'S WEEKLY, 
on a special aspect of poster advertising. In his opening 
article, Mr. Richardson describes the policy behind Post 
Office advertising over the last 20 years, a policy which 
resulted in a very high standard of poster design 


said somewhere that “‘it is far 

easier to write ten passably 
effective sonnets, good enough 
to take in the not too enquiring 
critic, than one effective adver- 
tisement that will take in a few 
thousand of the uncritical buy- 
ing public.” 

Many advertising men _ will 
bridle at the author’s choice of 
the words “take in,” as a gratui- 
tous reflection on the integrity of 
their calling. It seems to connote 
the picture of copywriters and 


I: was Aldous Huxley who 
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This poster by Ashley Havinden 
cleverly put over a vital wartime 
message. 


poster designers, cold flannel 
round their heads, penning the 
crystal word and devising the 


master-drawing as traps for the 
unwary and the uncritical. 

On the other hand, I detect a 
back-handed compliment and ap- 
preciation of the talents of the 


advertising men themselves. Ad- 
mittedly, in the fields of swaying 
fashions; or of distribution of 
perishables; or of goods that have 
missed the market; or of un- 
wanted lines; or of gluts, the 
temptation to overstate the virtues 
and underrate the drawbacks 
must be terrifyingly strong. The 
problem goes deeper than the 
poor copywriter, just as the prob- 
lem of the atom bomb goes 
deeper than the poor scientists 
whose knowledge has made the 
damned thing possible. 

It goes even deeper than the 
administrations and _ business 
executives responsible for poli- 
cies; we must look inward to our- 
selves. The world we see reflected 
there is the world we have created 
for ourselves. 


Truth In 
Advertising 


But let no one preen himself 
that he can be above criticism of 
this kind, which goes to the root 
of the matter, Every good publi- 
city man will indeed adopt it as 
his standard of the most stringent 
self-criticism. Do aim to 
express “the truth, the whole 
truth, and nothing but the truth?” 

Otherwise, the gap between the 
standard of the quality of the 
product and that of the advertis- 
ing will be marked and the day 
postponed when it will be “un- 
thinkable that the design of the 
company’s advertising should fail 
to mirror’ and magnify the brii- 
liant design of its products.” 

These questions arise even in 
the monopoly services, like those 
of the Post Office, where the cry 
“the advertising has been too 
good for the service” has been 
heard on occasion. 

In the famous telephone publi- 
city campaign of 1934, it became 
necessary to switch the direct- 
selling newspaper campaign to a 
prestige-building campaign be- 
cause ina relatively few areas the 


A winner by Lewitt-Him. 


It was displayed in post offices, railway 
carriages on the Underground, and it had a considerable 


impact 


on the public. 


cables were fully used and further 
cabling or exchange building 
schemes were necessary before 
the cemand created by the adver- 
tising could be met. 

Both the salesmen and the pub- 


lic criticised the campaign. The 
embarrassments were real; and 
the lessons were salutary. The 


advertising ceased altogether. 

The monopoly services labour 
under a running (and unremitting) 
fire of criticism which comes 
direct, or through the Press or the 
House of Commons. On the 
whole, I would say that it helps 
to keep the feet of the publicity 
man firmly on the straight and 
narrow path of rectitude. Even if 
it did not, in the Post Office there 
are 350,000 critics to help him. 

A recent poster advertising the 
Post Office Savings Bank showed 
an open savings book with typical 
entries. Unfortunately, one of the 
written entries showed a date 
which did not correspond with 
the date stamp opposite. The 
poster was printed and exhibited 
before the error came to light. The 
whole thing was a very insignifi- 
cant detail in the poster, but the 
lynx-eyed staff spotted it. 

For days the telephone wires 
to the publicity division and to 
the savings department were red 
hot with protests from the staff 
at the reflection on their capacity. 
Under these conditions, then, 
there is a very healthy stimulus 


TEMPLE BAR 100 ¢ 112. HIGH HOLBORN. W.C. 


to accuracy and to modesty. 
Until a few years ago, it would 
have been fantastic to claim that 
“you could telephone anywhere 
in these islands” as an argument 
for getting people on the tele- 
phone. (I think I can say with 
confidence that we were careful 
not to use it.) 
With the coming of the small 
(Continued on page 287) 
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The Ohsorver Corps deporc's 
on the 


TELEPHONE 


Berger used humour to put over 
the war theme—“why you should 
use the telephone less.” 


| © (General Manager) 


G.L. McLELLAN 
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GO BY BUS- [f= 


a Advertising Department 
e ' : ts for si 1 
to the Provincial | =" 
- operating some 6,500 
Markets Ge aes oe 


1,300,000,000 passengers 
a year. Maps showing the 
coverage and routes of the 
individual companies are 
available on request. 


P 


; a : | 2 
BIRMINGHAM AND MIDLAND Motor 
— Uy Omnisus Co. Lip. (‘MIDLAND RED") 


East MIDLAND Motor SERVICEs, 
Lrp. 


GATESHEAD AND DISTRICT OMNIBUS 
Co. 


Hesste Motor Services, Lrp, 
NORTHERN GENERAL TRANSPORT Co, 
Ltp. 


Nort Western Roap Car Co. Lp. 
PoTTERIES Motor TRacrion Co, Lrp. 
RIBBLE Morton Sanvices, Lrp. 
SoutrH WALES ‘TRANSPORT Co. Ltp. 


SUNDERLAND District OMNIBUS Co. 
Ltp. 


Trent Motor Traction Co. Ltp. 


TYNEMOUTH AND DIsTRIcT 
Transport Co, Ltp. 


TYNesIpE TRAMWAYS AND 
Tramroaps Co. 


WesteRN WetsH Omnisus Co, Ltp, 
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HOW POSTERS ARE USED TO ADVERTISE 


A MONOPOLY 


(Continued from page 285) 


rural automatic exchange and the 
creation of radio links with the 
remoter islands, the statement is 
as true as in any country in the 
world. For it is true to say that, 
geographically speaking, there 
are more telephones (45) per 
square mile in Britain than in 
any other country. 

But the problem of the tele- 
phone service has been so com- 
plicated that, in the direct-selling 
sense, there has been no Press or 
poster publicity for nearly two 
decades—a fact not generally 
realised. 

There are times when the best 
publicity is no publicity! 

With the war upon us, there 
was a new and unwanted prob- 


: rs 


less 


CIC 


the phrare “Telephone and Tele- 
graph Less.” lt produced a re- 
markable set of posters, not- 
withstanding criticism from the 
purist grammarians within the 
department: It was largely suc- 
ces: ful, but the war psychology of 
the public was favourable io 
these restrictions. 1 doubt 
whether we should have got away 
with it in peace time. 

Indeed, the peace time demand 
for telephone service brought 
with it a need for a defensive 
campaign, something new in Post 
Office experience. The facts were 
that the demand had, as in many 
other commodities, exceeded the 
power to supply, in spite of re- 
cord-breaking figures of appli- 


6 ecg eae 
; 4 
Pei. 


Mote 


OPEB. St ag 2 


Reproduction in full colour is really needed to do justice to this 
poster by Beaumont. 


lem of publicity—that hateful, 
booby-trap thing, negative publi- 
city. 

This was the problem. The 
trunk telephone lines and the tele- 
graph circuits went to war. They 
were taken out of service to the 
public and appropriated and an- 
nexed by the military services for 
their own use. We were faced 
with the job of telling the public 
to keep off the lines, and not to 
use the services to which. in a 
strict sense, they were entitled. 
We had grave doubts about the 
wisdom of a campaign at all. 

It was cardinal with us that we 
should not even whisper the word 
telephone; the memory of the em- 
barrassments of the old telephone 
campaign was still sharp. How- 
ever. we plunged. 

The job had become more than 
ever urgent by the recruitment 
from the Post Office of over 
60,000 people. We decided on 


cants being joined up. Big 
national factors have entered into 
the field—the export drive and 
the restriction in national capital 
investment. 

The situation has been met oy 
a poster campaign. The argu- 
ment was fairly straightforward 
but long, namely, that while 
queueing for service is necessary, 
rationing Must continue, and the 
service must go to the people 
most important in the national 
interest. 

It is important to realise that 
the number of unsatisfied people 
is relatively small, representing 
about one in a hundred of popula- 
tion. A Press campaign was, in 
the nature of things, unfitting. 

Well, we had some very effec- 
tive posters in Post Offices and in 
the 50,000 telephone call offices 
and kiosks. The telephone call 
office sites were especially valu- 
able as the users were telephone- 


minded, and therefore concerned 
with the argument. The capital 
investment complication has now 
to be added to the story and the 
posters devised will require con- 
siderable ingenuity. 

The limitations on development 
owing to the need to export tele- 
phone equipment and plant pro- 
duced some brilliantly original 
work by the poster artists 1 em- 
ployed. Broadly, | think we can 
say the clamorous public his 
accepted the general thesis which 
informs the campaign, the acerbi- 
ties incidental to delays and 
refusals being much softened. 


Posters Help 

Staff Education 

Not the least effective aspect of 
the campaign was the picturesque 
variety of the posters, in spite of 
the rather abstract message, with 
its negative implications. In each 
poster there was some particular 
element which was seized upon 
and welded with the wording into 
a coherent whole. 

The posters have helped in the 
process of staff education, and | 
count it as One of the happy by- 
products of poster work easels 
in the Post Office that the staff do 
gain the impression that the 
administration is alive to some of 
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their difficulties and is doing 
something to mitigate them. 

1 regard good briefing as the 
most important element in the 
make-up of @ poster, 

If a poster goes awry, let the 
fault rest squarely on the man 
who commissions, He has chosen 
the wrong artist, or has not de- 
livered the problem correctly to 
the artist he has chosen. 3 

1 come back to my original 
theme: publicity is a service to 
the public. It helps them to know, 
to understand and co-operate in- 
telligently. 

Posters in the Post Office have 
always had that as a serious 
objective. Seriousness in aim 
does not mean dismal uniformity, 
of course. Indeed, the Post 
Office has got away with some 
remarkable examples of freedom 
in treatment. 

Some problems remain as sub- 
jects for continual treatment. | 
am reminded of some wise words 
of Sir William Crawford: 
“Domination, concentration, re- 
petition.” These things I have 
striven for—lI believe not without 
success. 

You can tell the ideals of a 
nation by its advertisements; you 
will see something of the quality 
of the Post Office itself in the 
standards of its posters. 


A New 


NEXPECTED response to 
a manufacturer's posters 
can develop into a print- 

ing problem. So popular jhave 

become the Slix Girls seen on 
escalators of London's under- 
ground stations that requests for 
copies are being received; from 
many unusual quarters. 

One came from the fiancée of 

a soldier, who wrote from Korea 
asking her to get a copy of the 
red-headed Slix Girl he saw 
while on leave in London. He 
wanted it for himself and his 
friends as a pin-up. 


Three For The 
Girl-Friend 


Another came from «an 
American tourist, who burst into 
the offices of Slix Ltd., saying he 
had promised his girl-friend he 
would get copies of each of the 
girls—the blonde, the brunette 
and the red-head—and keep a 
copy of each for himself. 

Then there was the renowned 
iron and steel concern which 
wanted the blonde for the firm's 
calendar; and the Air Ministry 
asking for the 
brighten their reception room and 
help recruiting; the world-wide 
travel agency demanding copies 
as an incentive to  dollar- 
spending tourists; and the univer- 
sity students who wrote to the 


Kind Of 


Collector’s Piece 


brunette to- 


manufacturers to say that the 
Slix Girls were responsible for 
boosting their morale on their 
way to classes. 


The artist responsible for 


SLIN 


SWIM WEAR 


Journalists have phoned Margaret 
Marshall, Slix Ltd. P.R.O., seek- 
ing an interview with one or 
other of the girls. But artist 
Ostrick uses no model. 


bringing about such remarkable 
popularity is Ostrick who, in 
creating the Slix Girls, used no 
models, Advertising agents are 
F. John Roe Ltd. 


(aap oy Gil oe a er. ee, i ae a >t ae Bre, 
<4 _~ az —— _ Ee . ) * 
| = es pa 
| é 
ie. 
. TAY 
ee a 
‘ pi cs ‘ 
Pe i 
7" 
2 : ae 
es. 
Fy 
\ f. 
if We 
i “ 
i. 
2 F ‘ 
; is @ 
; 4 
: = a _— 
“ . : . + ¥ 
Nore . be : ” 
; ; , ‘ i ; t ! * 
. ny F pre 43 ae 
f y - at q 3a ort \ = : . me 
j = > ae! ad : i - 
, VY ee Fe. 
we | _ 
; et k , 
x Tad ‘ q Bi 
, P| ; e 
J . . 
; Lay ~ : oe. 
- a2 
oe 
Pe 4 
. " bh 4 
rat >. 
é A 
: . 
we: a. 
"iy 
- i 
i ric 
a 
: sie 
en = = i ae : 


ADVERTISER'S WEEKLY FPapruary 15, 1951 


MERSEYSIDE 


with a population of over 2 millions 


is DAVID ALLEN country 


Liverpool (802,000) —the hub of Merseyside, Birkenhead (141,460), Warrington (112,010), Wallasey 
(100,750), Wigan (92,780), Southport (85,540) — Six important centres forming the backbone of the 
David Allen service in the North West—a poster service extending to over 120 other towns and: 
districts in this densely populated area. 

Strategically placed and with a maintenance service second to none, David Allen sites ensure 
complete coverage and first-class presentation for your sales message in these thriving markets. 


All enquiries to Head Office: 


DAVID ALLEN & SONS LTD. 


7 Buckingham Palace Gardens, London, S.W.1! Telephone: Sloane 0711 Telegrams: Advancement, Sowest, London 


AREA OFFICE: 
19 Islington, Liverpool, 3 Telephone: North 2458 Telegrams: Dallen, Liverpool 
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URGENT! 
Ward off 


04600 


VICK 


escscecsee es @ 


BR 


ITAIN 
ORTH Res 


THIS YEAR 7) OOK | 
* HERE 


Depress 
LONDON COACHES LTO. 
VICTORIA COACH STATION “ar 


Poster Gallery 


Some recent posters, chosen for their design merit, 
novelty appeal, topicality or general interest. 


D===— by the Tate 
Gallery staff, and printed by 
Lund Humphries, the Edward 
Wadsworth memorial exhibition 
poster is on display in London 
and provincial art galleries, art 
schools, etc. 
* * * 


HE latest Whitbread poster 

to go up in the London 
Underground features “The age 
of Hogarth.” The picture was 
painted by Leigh-Pemberton, the 
design and copy were the work 
of Whitbreads’ agents, A. N. 
Holden Ltd., and the poster was 
printed by John Waddington Ltd. 

* * ” 


ANY of the country’s coal 
merchants are showing this 
Everburne poster, which was 
produced by Kent and Sussex 
Advertising Service Ltd. It was 
silk screened in five colours. 
* 7. * 


RENCH ironmongers are 
using a series of posters— 
at Is. each to members—to com- 
bat competition from outside 
their federation. The first, re- 
produced here, features tools. 
. +. * 


AMES White (Industrial 
Artists) Ltd. designed this 
poster for the forthcoming Gauge 
and Tool Exhibition. It was 


lithographed in five colours by 
Graphic Reproduction Ltd. 
* * * 


WO new Biro advertisements 

have recently made their 
appearance in London's Under- 
ground carriages. They were 
both designed by W. M. de 
Majo, M.S.LA., and placed by 

J. Lytle (Advertising) Ltd. 

* * * 


HE Furniture Exhibition 
poster, now on view in 
retailers’ shops throughout the 
country and in the London 
Underground, was designed by 
T. H. Robinson and lithographed 
in four colours by Fosh & Cross 
Ltd. 
. . 
ONDON Coastal Coaches 
have issued a poster which 
is being displayed in booking 
agencies all over the country. It 
is silk screened in six colours. 
The printers, Dacrematt Ltd., co- 
operated with London Coastal 
Coaches in producing the design. 
* * * 


ITHOGRAPHED by J. 

Weiner & Son Ltd., the Vick 
“"flu” poster was distributed to 
stations on British Railways and 
to London Transport sites within 
48 hours of the order being 
placed. Lambe & Robinson Ltd., 
Vick agents, designed the poster. 
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G. A. Shankland Ltd 


GRAFTON WORKS, GRAFTON RD., N.W.5 


GULLIVER 5595-6 


: THE SYMBOL OF FINE QUALITY 
SILK SCREEN PRINTING AND DISPLAY 


OUTDOOR ADVERTISING 


cant Se NI MEE TE A A SA IER MP CEE NS 5S LE TT 


remunerative 


ever a profitable medium. 


in use. 


WHATEVER 
RESTRICTIONS 


there may be on the use of posters tends 


to make them more, rather than less, 


The brevity of 


Poster Advertising, its time of appeal and 


illustrative capacity make it more than 


¢ 
bt 


SKeldons It¢ 


SHELDON HOUSE, 


Established 1840 


Fepruary 15, 1951 


“The Minister Was Of 
The Opinion .. .” 
Some recent decisions by Mr. Dalton on 


appeals lodged by outdoor advertising com- 
panies against local authorities’ refusals 


1. Refusal on grounds that proposed panel would adversely affect 
the amenities. Appeal was allowed, the Minister being of the opinion 
that the panel would not be prejudicial to the amenities of the locality. 

Sheldons Ltd. Site: 2 Westbourne Street, Dewsbury Road, Leeds. 
Authority: Leeds Corporation. 


TR ee ee 


2. Refusal on grounds that the advertisements would not be in 
the interests of the amenity of the neighbourhood. Appeal was 
dismissed, the Minister concurring with the local authority’s opinion. 

Sheffields Ltd. Site: 14 Olton Road, Shirley, Birmingham. Authority: 
Birmingham Corporation. 


QUEEN STREET, LEEDS | 


3. Refusal on grounds that the proposed advertisement (1/48 
sheet on gable end) would injure the amenities of the district and 
(Continued on page 292), 
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7 
DAY-GLO 


ee an important announcement 


nn the production of British Day-Glo has had to depend 
upon imported American pigment, and the dollar shortage has 


inevitably imposed restrictions. Dane and Co., manufacturers in 
this country of Day-Glo Fluorescent Inks, have acquired the right to 
manufacture the pigment, together with the rights to export Day-Glo 
to every country in the world except the U.S.A. and Canada. 
Production of the pigment is already under way; more Day-Glo will 


soon be available to meet the tremendous demand created by its 


brilliant success in the field of advertising. 


Day-Glo colours are the brightest in the world—beware of imitations. 


ee 


DANE & CO LT 
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Sheffields 


LIMITED 


PUBLICITY HOUSE. CORNWALL STREET. BIRMINGHAM. 


“OUTOFSITE~- 
OUT OF MIND=. 
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TER & PROFIT! 
MANCHESTER BILLPOSTING CO.L™? 


29 BOOTLE STREET + DEANSGATE »- MANCHESTER -2 


iF your market among the 
i people at home and abroad who 
fs use metals ? 


METALLURGIA 


SH JOURNAL OF METALS 


a manufacture 
e 


, or 
ia 


1S YOUR ADVERTISING MEDIUM 


be 
heme THE KENNEDY PRESS iT 1 KING STREET WEST, MANCHESTER 3 
| 


hitt LONDON OFFICE BEDFORD STREET. LONDON. WC2 
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OUTDOOR ADVERTISING 


“THE MINISTER WAS OF THE OPINION .. .” 


(Continued from page 290) 


be detrimental to the safety of users of the adjoining highway. Appeal 
was dismissed, the Minister being of the opinion that notwithstanding 
the presence of other advertisements and the untidy appearance of 
some of the surrounding open country, the intrusion of this adverise- 
ment into the view which includes the wooded slope would to some 
extent be prejudicial to amenity. 

Mills & Rockleys Ltd. Site: 1 Low Road, Colwick. Authority: 
Nottingham County Council. 


4. Refusa! on grounds that proposed panel would injure amenity 
and adversely affect the safety of the public highway. Appeal was 
allowed, the Minister's opinion being that notwithstanding the presence 
of residential features in the vicinity, the display would not be preju- 
dicial to the amenity of the locality and that the grounds of refusal 
based on the possible danger to road users was not strong enough in 
this case to justify his withholding consent. 

Mills & Rockleys Ltd. Site: 237 Nottingham Road, Hill Top, 
Eastwood. Authority: Eastwood Urban District Council. 


ci aes pas 

eet ate wk ae 

5. Refusal on grounds that the area is mainly residential and 

that the proposed panels would seriously affect the amenities of the 
street. Appeal was dismissed, the Minister's opinion being that the 
display of advertisements of this type would not be in keeping with 
the characteristics of the locality. 

Mills & Rockleys Ltd. Site: 17/18 East Street, Tewkesbury. 
Authority: Gloucestershire County Council. - 


Thameside Neon Appeal Allowed 


The Minister has decided to “Waterlow & Sons Ltd.”, will 


allow an appeal against a deci- 
sion of the Southwark Borough 
Council refusing permission for 
an illuminated advertisement on 
a warehouse overlooking the 
River Thames between South- 
wark Bridge and Cannon Street 
railway bridge. 
The sign. 


which will read 


consist of 3 ft. 3 in. capitals and 
1 ft. 6 in. Small letters, will be 
outlined in red neon tubing, and 
will be 48 ft. long. 

The contractors, Electrolumin- 
ation Ltd., have already started 
on the work. The appeal was 
lodged with the assistance of the 
Electrical Sign Manufacturers’ 
Association. 
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THIS SIGN DOES SOMETHING— | 


IN SPITE OF LIGHT BAN 


Piccadilly may be bereft of its lights for the time 

being, but it is still able to cheer the passer-by with 

an animated spectacle—thanks to the ingenuity of an 
outdoor advertising firm who wouldn’t give up. 


ERE is an example of 
how enterprise and initia- 


tive can triumph over 
adversity. 

Early in the New Year, on 
their Piccadilly site which, in its 
time, has bestrewn the passer-by 
with detergent bubbles and 
whetted his appetite with the 
display of enormous, steaming 
Christmas puddings, Dominant 
Sites Ltd. produced an animated, 
three-dimensional, neonised dis- 
play for Bovril Ltd., through the 
latter's agents, S. H. Benson Ltd. 

The presentation was unique 
in that it incorporated many new 
aspects in this type of display, 
and much research took place 
before it was perfected. 

The result was a most effective 
example of outdoor advertising. 

The top photograph shows the 
Site at night, floodlit. In the 
cycle of operations, the flood- 
lighting was extinguished and the 
label on the bottle (7 ft. high) 
disappeared, to be replaced by a 


As it was when 
London was lit up 
and (below) as it 
is in the New Dark 
Age to-day. The 
two _ passers-by 
nearest the camera 
are not holding 
hands—they were 
just arrested in 
mid-step by the 
sight of the cups 
starting their up- 
ward journey. 


bull's head which was visible 
inside the bottle for two to three 
seconds. This then vanished, and 
the arms of the two figures began 
to raise the cups to their lips. As 
they did so, the figures glowed 
fluorescently. As the arms des- 
cended, the glow faded, the 
floodlighting came into operation 
again, and the whole process was 
repeated ad infinitum. 

They Were 

Not Dismayed 

When the lighting ban came 
into force, the results of all this 
effort and ingenuity were neutral- 
ised. But Dominant Sites were 
not dismayed. 

After lengthy (and muscular) 
experiments, they evolved a 
manual animation system, where- 
by the cups are moved to and 
from the lips of the figures, and 
thus preserved the value of a 
display which might well have 
been cancelled out altogether by 
the ban. 
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PRINCES PRESS 
PUBLICATIONS 


Cover all important fields of engineering 


THE 
CONSULTING | 
ENGINEER 


THE 
STRUCTURAL 
ENGINEER 


The SOURNAL GH thm 
WMETITUTION OF ETROCTOMAL Geren 


Apply General Advertisement Manager for further information 


PRINCES PRESS LTD. 


147 VICTORIA ST., LONDON, S.W.1 


Telephone: VICTORIA 6423/4 
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Little 


EMERITY is a virtue one 
Tissinies In honour of it 

the writer’s hat is tipped 
metaphorically to Mr. R. W. 
Grundy, the Newspaper Society's 
advertising information officer, 
who has been telling local 
traders in the London suburban 
area of the advantages which 
advertising can offer through 
the columns of their local week- 
lies. 

Mr. Grundy doubtless felt like 
Daniel in the lion’s den. Some 
traders, queueing for space, are 
probably smarting under a sense 
of grievance, and it needs no little 
courage to counsel them to ad- 


: vertise more. 


Of special interest to the adver- 
tising world was Mr. Grundy’s 
assurance that the smaller agen- 
cies could fill a useful role in 
catering for the needs of local 


' traders. Admittedly, the advertis- 
' ing appropriations of many such 


=e 


traders are slight and the speaker 
readily agreed it might be difficult 
to find agents prepared to handle 


_ anything less than a thousand a 


year. A not inconsiderable pro- 


_ portion of local traders—far too 
' influential to be ignored—budget 


| for over that amount. 


Many of 
them have no advertising man- 
ager, and a general or sales man- 
ager gives to the problem of pre- 
sentation and placing such time 
as he can afford. 

Mr. Grundy urged all traders 
within this category to allow an 


_ advertising agency to take the 


problem from their shoulders. 
The result would be trouble-free 


and rewarding. 


* * * 


HOUGH much of what he 

had to say was, perforce, 
somewhat elementary, Mr. 
Mr. Grundy rendered useful ser- 
vice to advertising by stressing 
some simple facts, which are 
common knowledge to the initiate 
but appear as nuggets of know- 
ledge to the layman. He empha- 
sised that: 

The local trader put most of 
his faith in the local new spaper 
because he appreciated its 
power in community life. If 
he assumed every customer was 


also a reader like himself, he 
was not far wrong. Over 25 
million copies per issue of local 
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Apples For Small Agencies 


Advertising a i 


icularly the smaller ones—would 


do well to look into the possibilities of serving the local 

trader, who in turn has much to gain from expert handling 

of his advertisements. So says WILTON EVAN, ampli- 

fying the recent remarks of Mr. R. W. Grundy, of the 
Newspaper Society. 


weekly papers were sold in this 
country. 

The local paper was read 
much more closely than other 
papers and was read by the 
whole family. It had a continu- 
ing intimacy of readership and 
virtually 100 per cent coverage, 
and was the most economical 
basis for a local trader's adver- 
tising. 

* * * 
GENTS would be well ad- 
vised to investigate further 
the field of loca] advertising and 
not dismiss the prospects lightly 
as of no great account. Many 2 
mickle makes a muckle, and in 
spreading the risk they may well 


| 
| ALLDERS raspie 
| 
| 


absomttly ¢ 


| Whether you are giving a tea party, 
| @ breakfast, hincheon or dinner, 1, 
| just like Alice's White Rabbit, 
| have a word of advice 

Go straight to ALLDERS for 


As one might expect, this was 
the work of an agency. 


be preparing for stringent times. 
From a handful of little apples 
a tasty turnover can be made. 
Purely from the academic 
angle, however, there would be 
much to command more agency 
activity in the locals. It would 


help to banish from the pages of 

many weeklies much of the 

“sameness” which now exists. 
The success story of a Middles- 


brough and Stockton-on-Tees fur- ; 


nishing business illustrates the 
value of advertising in the week- 
lies. Two ex-servicemen, by 2 
series of unusual advertisements, 
have built up in five years two 
thriving stores. 

They place full emphasis on 
topicality. One example was 
when the Board of Trade released 
green furnishing units. Within 
three days their local advertise- 
ment read “Go on the green— 
Bring your green unit to us.” 

An order to deliver goods to 
the Falkland Islands made copy 
for another original advertise- 
ment. They ran a teaser cam- 
paign with a series of Famous 
Crossings, such as Caesar crossing 
the Rubicon. At number six in 
the series the firm crossed the 
Tees to open a new shop. They 
published the first three-column 
advertisement seen in their local 
paper for ten years, and took the 
initiative in a full-page composite, 
A 400 per cent increase in busi- 
ness followed the appearance of 
their first advertisement. 

Few local traders can emulate 
this example, but the agencies 
which could duplicate it in scores 
of medium size towns throughout 
the land are legion. 

* * * 

OTABLE contrast to the 
somewhat pedestrian ap- 
proach of many local advertise- 
ments is provided by a Croydon 
store who have introduced in the 
Croydon Times a column feature 
ad. in which animals are always 
thinking of family needs, Readers 
were asked in one to take the 
advice of a wise little squirrel, 
which ran the gamut of the stores 
activities, with references also 10 
a front page display advertise- 
ment. A rabbit was also popular. 
As one might expect this is the 
work of an agency. Everything 
proclaims the fact. Not a small 
agency either, W. S. Crawford 

Ltd., to be precise. 
Also reproduced from the 


Somerset County Gazette is a 
striking and tasteful effort by 
. H. Benson Ltd. used in the 
Glastonbury district not only for 
sales but to stimulate local pride. 
Its effect on recruitment of new 
workers is likely to be good. 
This appeal is presented in the 
most attractive way and is a 
charming and forceful example of 


Work of men’s bende 


2,000 years ago the Glastonbury lake vulage rose on its man- 
| made platiorms (rom the reedy waste of marshes and lagoons 
that covered Sedgemoor Excavauon has shown w with what 
| shill 1 Geluc inhabuamts worked in natural mairnals to 
| fastson thew tpleadul pottery, theu weapons, tools and clothes. 
Ever sme then Glastonbury people have made everyday 
things of use and beauty from the matenais nature supplies. 
} Today the tradition @ represented by Morlands craftumea, 
whose sheepsiia footwear o known all over the world. 


Morlands 


OF GLASTONBURY 


Another example of an agency- 
produced ad. in a weekly paper. 


how agency ability can shine 
forth from the pages of the week- 
lies in contrast to some of the 
rather dead displays which some- 
times moulder there. : 

Could not smaller agencies 

lease copy—on behalf of “the 
— fry”! Could they not cash 
in on the very congestion which 
now exists? 

It is a singularly unaccommo- 
dating journal which will not 
Stretch a point for an agency— 
even though it may be adamant 
to the individual trader. 

* * * 


HERE seems to be some close 
affinity between thirst and 
brain-work. 

A West Country brewer using 
the Evesham Journal, asks 
readers whether they know where 
there are seven yews, one orange 


231, STRAND, 
LONDON 
W.C.2, 


STILL 
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tree and 13 oaks where they can 
enjoy Cheltenham and Hereford 
Ales? A clipped yew and a 
miniature orange tree provide 
good pictorial contrast. 
Guinness ads. for their bottlers 


TAL 


How is it thar 
the armis of any man 
can be three legs? 


Work this one out and then 
wave a cuass of GUINNESS 


WHEN YOU'RE TIRED 


Only a Manxman can answer 
this. 


in the Isle of Man offer a series 
of posers, this one being typical. 
* * * 


FLASHING lighthouse, with 

the words “Security” and 
“Safety” in its projecting beams, 
is the sign chosen by the 
National Federation of Fish 
Friers, whose Goole and District 
Association, using the Goole 
Times told their readers: 

“This sign means best quality 
Fish and Chips, high standards 
and good value. Be sure to 
look for this sign where you 
buy your Fish and Chips.” 
All Press people will appreciate 

this latter effort. Has it not been 
said, “Our trade is very wrapped 
up in theirs?” 

* *” 

F ever it were necessary to 

“justify” advertising, the story 
of an insurance broker’s soccer 
team policy may be cited. 

The firm had Mr. George 
Blundell, editor of the Tunbridge 
Wells Advertiser, as guest of 
honour at their New Year's 
dinner, and told him they were 
much indebted to Press advertis- 
ing for establishing the “fashion” 
for soccer clubs to insure their 
players against injury. 

“It is a good example of the 
advantage the man in the street 
receives from advertising.” said 
Councillor H, A. Sheppard, prin- 
cipal of the firm. “Advertising 
brought the scheme to the notice 
of hundreds of clubs, and in the 
last few years we have paid 
literally thousands of claims for 
injured players, benefits which 
these players would not have re- 
ceived had our scheme not been 
advertised.” 

* ” * 
EFLECTIONS on 27 years’ 
experience, during which 

they have handled a considerable 


amount of localised provincial 
advertising, appear in a quarterly 
digest issued by S. C. Peacock 
Ltd., advertising agents. 

“We have found,” states the 
writer, “that to develop trade in 
these markets it is necessary to 
use the weekly paper. The even- 
ing paper of any town is too 
limited by time in its distribution 
area, and the people who travel 
from a distance very rarely see an 
evening paper.” 

If substantial markets are io 
be cultivated contiguous to 
densely populated cities, it 1s 
essential to use the weeklies 
“many of which are very strong 
in their circulation, although 
there are others whose small cir- 
culation does not justify their use. 

“Most papers, nowadays, pub- 
lish their circulation figures, al- 
though we can remember the 
time when publishers of those 
local weeklies were reluctant to 
do so. In our investigations we 
even went so far as to stand out- 
side the offices on publication 
night and count the bundles as 
they went past, in order to 
ascertain the true circulation 
figure.” 


* * * 


HE sveaker’s anonymity was 
preserved when the Hertford- 
shire Mercury commented on a 
talk given to Ware Rotary Club 
by “a professional man well 
versed in advertising.” 
The speaker, we are told, could 
not deny that while standards of 
advertising had been raised con- 


@ In the “Tunbridge 
Wells Advertiser” our con- 
tributor found an excellent 
example of how advertising 
benefits the public. 

@ If substantial markets 
are to be cultivated in the 
provinces, it is essential to 
use the weeklies, say S. C. 
Peacock Ltd. in a review of 
their 27 years in the adver- 
tising business. 


siderably during recent years, 
there was still room for criticism. 

Some, who come to scoff, as it 
were, remained rather impressed 
to learn there was a code of rules 
which advertisers must observe, 
and to hear of the care exercised 
to avoid extravagant claims being 
made for “cure-alls.” 


* * * 


H™ is this for a puff? 

Visitors to the Channel 
Islands may have sampled Club 
cigarettes. An unusual tie-up is 
offered in the Guernsey Star, 
where large displays feature 
photographs of Guernsey clubs— 
for example, of well-known local 
football teams—with copy read- 
ing “and no less renowned are 
Club cigarettes.” 
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THE 
WELLINGTON JOURNAL 


& 


SHREWSBURY NEWS 
NET SALES 53,466 WEEKLY (A.B.C.) 


Loridon Representative : 


DAVID L. CLACKSON, 80, FLEET STREET, E.C.4. (CENtro! 2626) 


LONDON OFFICE: 


HEAD OFFICE: 


GET YOUR MESSAGE INTO THE HOMES OF 
NORTH WORCESTERSHIRE AND SOUTH 
STAFFORDSHIRE BY USING THE 


DUDLEY HERALD SERIES 


Certified net sales 33.929 copies per week 
110 FLEET STREET, E.C.4. Phone: CENtral 7955 
' PRIORY STREET, DUDLEY. 


Phone: Dudley 2424 | © 


Largest Net Sale in Kent 


KENTISH TIMES 


SERIES OF EIGHT LOCALISED EDITIONS. 


83,000 


COPIES WEEKLY 
Advertisement Flat Rate 23/- per s.c. inch 


TIMES BUILDINGS, SIDCUP 


London Office: 329 High Holborn W.C.! 
also at Bromley, Orpington, Eltham, Bexleyheath, Erith and Dartford 


NET SALE NOW EXCEEDS — 


Tel.: Foots Cray 3077 (3 lines) 
Tel.: Holborn 2730 


THE COUNTY OF 


MIDDLESEX 
CHRONICLE 


SERIES 
Intensively cover the populous and 
fosperous area of South-West 
4 Middlesex. 
NET SALES 


42,333 


A.B.C. 


136 HIGH STREET 
HOUNSLOW 
Phone : HOUnsiow 0016-7-8 

’ Jackson 
chimeras lan BO4 MOL Bail 
Founder Member London Suburbon 
and Home Counties Press Group 


The newspaper 
of North Essex 


Essex County 
— Standard - 


Gazette 


Braintree and Witham 


TIMES 


Over 40,000 a week 
— A.B.C. of course 
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‘POPULATION 


CANNOCK CHASE oven tso00 
GANNOCK “ccc 


Croydon 
Times 


SERIES 
Tel. Croydon 3434 


onl HIGH ST., CROYDON 


PRINTING 


AT ITS BEST 


We are in a position to undertake the production of an estab- 
lished Weekly or Monthly Journal in Demy or Medium 8vo. 
Our service also includes the production of high-class 
Colour Brochures, Price Lists, Catalogues, etc., for which 
we have limited supplies of art paper in stock. 


FOX PRINTING PRESS 
TYPOS HOUSE, MAYBANK ROAD, LONDON, E.18 
Telephone : BUCkhurst 1252 - 1002 


J cc THORNTONS 
help you with that | 

] 8.1.F. STAND 

Also portable displays f 


Est. 1908 Phone: Hol. 8641/2 


87/93 LAMBS CONDUIT ST., W.C.! 


Directors : 
George Miall, Arthur Lambert, Percy Millward 


Jsingle or quantity House to House distribution of 
circulars etc. by men under efficient 
supervision. Envelope Addressing, 
Folding, Enclosing, etc. Sandwich 
Boardmen. Street Paper selling. 


Designing and or contracting 


J tornons: (BIRMINGHAM) 


COMMON LANE, KENILWORTH 
Phone: Birmingham Stechford 4235 


L.G.B. 


_zgo®> POSTER SITES 
BULLETINS 


FOR GOOD RELIAG «E 


SIGNWRITING 


TO MEET EVERY REQUIREMENT 


REGINA STUDIOS (SIGNS & DISPLAYS) LTD 
27, BOSTON ROAD, HANWELL Ww? 
Ac 09 (ad 9308 


G.F. KRUSE 
LTD. 


% xr420Z7 ¢ 
° 
4m -X4mOZ 


37, Spring Street, W.2 
PADDINGTON o1se/7 


Personal A 


° all Enquirres & P on 
Complece and Guaranteed Service in the Fuilest Sense 
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Advertising Analysis 


HE intensive fuel saving drive 

of the Ministry of Fuel put 
eight doubles or smaller spaces 
into a large number of weeklies. 
The “flu epidemic also accoun- 
ted for much in the shape of 
extra advertising, for some of 
the ‘regulars’ increased their 
bookings, and other advertisers 
used weeklies in the affected 
areas. 


New Advertisers 


Ministry of Fuel and Power, 
widespread scheme in selected 
areas; Ryvita, 8 in. dc. (or 
smaller) in selected areas; Cogene, 
4 in. d.c. in Midlands; Colmans 
mustard bath, 3 in, d.c. in West 
Midlands; Batchelors chicken 
noodle soup, concentrated cam- 
paign using large spaces in 
Southern and some other areas; 
London & Manchester Assurance, 
6 in. d.c. in selected weeklies; 
Timpson shoe shops, new local- 
ised 6 in. d.c. campaign; Wearra 
shoes, 4 in. d.c. campaign recently 
started; Hepworths, 8 in. d.c. re- 
newed in big list of weeklies, 
local branch details included; 
Willerbys, 6 in. d.c. renewed in 
selected areas (local branch de- 
tails also given). 

H.M.V. television, 8 in. d.c. in 
Midlands and South; Fergusons’ 
television, 54 in. d.c. in West Mid- 
lands; English Electric, new to 
weeklies (selected areas); Tele- 
vision Ltd. (Jack Buchanan), 6 in. 
d.c. in Greater London; Coal 
Utilisation Jt. Council, co-opera- 
tive advertising featuring local 
names of members, in more areas; 
Knights’ Family Health soap, 
widespread big new scheme in- 
cluding 11 in. t.c. and 8 in. d.c.; 
Sunnybisk, 4 in. d.c. in North 
London weeklies; Blakey's Malted 
Oatmeal, new, in North Midlands 
with 4 in. d.c.; Dirty Paws (Kay 
Bros.), 4 in. d.c. in selected in- 
dustrial areas; Thos. Cook & Son, 
Holiday, 6 in. d.c., local branches 
named; Guinness. 6 in. d.c. :n 
some selected areas; Odol (solid 
dentifrice), 6 in. dic. in Eastern 
county weeklies; Aladdin pink 
paraffin, new 6 in. d.c., featuring 
local stockists’ names, in numer- 
ous areas. 

Territorial Army, recruitment, 
6 in. d.c. up and down the coun- 
try; Australian Army, recruit- 
ment, 6 in. d.c., with local tie-up; 
Lloyd’s Adrenaline Cream, 4 in. 
d.c., gradually in more weeklies; 


Vick Vapour R»b, 6 in. d.c., 


by LONDON REP. 


In the February edition of his review of advertising 

carried by the local weekly papers, our contributor 

has compiled a really impressive list of new adver- 

tisers. Too much °flu and too little fuel have helped 
to swell the total. 


stepped up copy stressing “flu 
angle; Angiers’ emulsion, 4 in. 
dc., now in picked areas; 
Thermogene medicated wadding, 
6 in, d.c.; Dento (Calverts), con- 
centrated new scheme using 4 in. 
d.c.; Ashton Parsons. infants’ 
powders, 3 in. d.c. in some North- 
West weeklies; Harlene, 6 in. s.c. 
in North-West weeklies; Otard 
Liqueur cognac brandy, 4 in. d.c. 
here and there; Martell cognac, 
3 in. d.c. in numerous weeklies; 
Jeypine disinfectant, 6 in, d.c. re- 
newed; Dispa, 3 in. s.c. in North- 
West weeklies; Top Mill snuff, 
4 in. dc. in selected papers; 
Classic skirts, 4 in. d.c. in some 
Eastern Counties weeklies. 


Farming 

Bees’ farm seeds, 6 in. dic. fea- 
turing local representatives; 
White mustard seed (Reckitt & 
Colman), 4 in. d.c. in agricultural 
areas; Blacknells pig styes, 4 in. 
d.c. in Southern weeklies; Vigzol 
tractor oil, 4 in. d.c. here and 
there; British Salt Federation, 
4 in. s.c. spaces renewed in farm- 
ing areas; Wellcome concentrated 
lambs’ dysentery serum, 4 in. d.c. 
in selected weeklies; Fordson 
tractors, renewed campaign in 
farming areas. 


Publisher Advertising 
Manchester Guardian Weekly, 
new 6 in. d.c.; Sunday Chronicle, 
8 in. d.c. featuring Ivor Novello 
memoirs; Daily Herald, 8 in. d.c. 
announcing children’s handwrit- 
ing competition; News Chronicle, 
in. dc. announcing “The 
Listener Talks Back”; Poultry 
Farmer, 5 in. d.c. in North-West 
weeklies. 


Renewals 


McDougalls self-raising flour, 
6 in. d.c. in Midlands areas; Bar- 
clays Bank, annual statement of 
accounts; Greys cigarettes, 1 in. 
s.c. new campaign; Industrial 
Life Offices, 8 in. dc. prestige 
campaign with excellent attention- 
compelling illustration; Bovril 
Tonic Wine, 8 in. d.c. in many 
weeklies; Equity & Law Life 
Assurance Society, 6 in. d.c, in 
selected weeklies; Betox, 2 in. d.c. 
in Southern weeklies; Birds Eye 
frosted foods, 8 in. d.c. in many 
areas; Sarsons vinegar, 4 in. d.c. 
in numerous weeklies; Maralyn 
Milk Plus, 8 in. d.c. widespread 
campaign; Regular Army, up and 
down the country; Defiant Tele- 
vision (C.W.S.), 4 in. dc. in 
numerous weeklies. 
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Supplement to ADVERTISER'S WEEKLY i%th February, 19%! 


Presentatio 


PRODUCTION - PRINT - PACKAGING - DISPLAY 
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WOMAN'S ONIN 


BEAUTIFUL 
MOVAL SAMPLER 
TO EMBROIDER 


know the'value \ 
of | colour in | 


womans on. 


; LONDON, W C2. TEMPLE BAR 4363 
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by When you need— 
4 


We would like to put 


our many scars of ex- 
perience in making 
wood, metal, wrought 


iron and plaster display 


units, sales aids and 
wrought iron stands at 
= ’ - : 
The question of whether or not your paintings Q 
are going to remain fresh and brilliant is a very call and work out with 
important matter because it is natural that you you the practical side of 
will want your work always to do justice to your problem as we 
your merit as an artist. k d f h fi 
ave > Ic 
You cannot afford to be disappointes By using REEVES materials you are ave Gone tor such firms 
if your paintings deteriorate in the assured that your work will retain as Gillette. Waterman, 
course of time... nor can your clients. those qualities as when first painted, ; 
for our reputation, respected — Winsor & Newton, 
lere dependabilit S 
N76, ensures complece cep . Wilkinson's Razor, 


Eagle Pencil Co., and 
many other equally 
famous names like them, 
You will appreciate the 
F quality of our work and 


ae ss - 
the economy with which Telephone Barnet 3222 and onc 
sentatives will be at your desk at 


it can be produced. convenienee—This 


your disposal Let us 


Fouous for Colourd dince 1766 | \%> (BARNET) Limited 
ae MOR KY . High nt “gn as 


178 Kensington HighgStreet, London, W.8 7 NY Telephone: BARNET 3222 


13 Charing Cross Road, London, W.C.2 Oi, 


LETTERPRESSCREENING 


Sale- literature can be made 


brighter and more effective when 
Letterpress and High Speed Silk 
Sereen are combined on the same job. 
Greater freedom of design can be given to 
Catalogues. Booklets. Showeards. ete.. ls 
the intelligent use of this new and versatile 


Process. We shall be glad to furnish 
. details of many new application= of modern 
C HWAY - ; rl 
ee 9 -50 76 Silk Sereen Printing. 
"Maer esas, W. W. CURTIS LIMITED 


CHEYLESMORE PRESS 
COVENTRY = Telephone 5057 


Designers and Producers 


Literature sines 
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used for this Supplement were made by 


SHACKELL EDWARDS « CO 


oe : LIMITED 
Makers of Fine Printing Inks since 1786 
- 


10 NORFOLK STREETISTRAND LONDON W.C.2. Telephone: TEMple Bar 0163. Telegrams: MAGENTA-ESTRAND-LONDON 


AC M E “Point of sales aids” for 


National Advertisers 


ore Feeans 


ta Wea 


NSPBREAD 


% Consult {ACME first; for 


SHOWCARDS puiastic and PORCELAIN Three dimensional cut outs, window 


transparencies, etc 
SIGNS ILLUMINATED for indoor and outdoor use. Real stove enamelled aluminium signs 


Ask about the new Acme Divergent plastic 
sign, the only reflecting sign in perspex. 


ACME SHOWCARD & SIGN CO. LTD. Paragon Works, Enfield, Middx. Phone: Howard 1651 Grams: Acmesho, Enfield 


Birmingham Office & Showrooms: Crown Buildings, James Watt Street, Birmingham, 4. Phone: Birmingham Central 2325 acme 
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FMECHANISED aces 
p silk Screen _<2= 


ARE THE MACHINES! 4 
For your Point-of-Sale Requirements ! 7 


Here is just a section of our new Silk Screen 
Printing Factory —one of the best in Britain. 
Mechanisation enables us to produce FINE 
QUALITY SCREEN PRINTING in record time, 
in almost any desired quantity. 


DAY-GLO FLUORESCENT COLOUR- 

Our Machines are also suitable for the pro- 
duction of long runs of ‘‘ DAY-GLO"’ Posters 
and Showcards. Ask us to show you specimens 
of these outstandingly c2lourful Sales-Aids. 
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OUR window is the one medium by 

which the public can judge the very 

core and substance of your business. 
The quality and design of the goods dis- 
played in it show, for better or worse, the 
calibre, culture, and sincerity of the shop- 
keeper. 

Advertisement tells just which prepara- 
tions (for example) will smooth a furrowed 
brow, add radiance to a tired face, make 
supple a workaday hand. 

Display does more. It shows colour, 
texture and design with greater accuracy 
than any illustration. [f it is the right kind 
of display, it creates the desire to touch and 
10 POSSESS. 

How can the display man ensure that his 
window displays do succeed in creating 
this desire, that his own pavement thus 
becomes the point-of-sale? 

Each shop or store has its own special 
requirements, depending upon its location 
and public. It is for the directorate or 
management to determine which level of 
the public they wish to attract. Far too 
many imagine they can attract and sell to 
all and sundry. The enlightened, avoiding 
such a fallacy, will rely upon an experienced 
display executive to present a display 
policy; not some little outburst of whimsy, 
but a carefully constructed programme 
that will build year by year. 


sit ing, handling and stra 


practical advice 
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How to make your pavement your 


point of sale 


By E. E. LUCKING 


Chairman, British Display Association; Publicity and Display Manager, Liberty & Co., Ltd. 


Such a campaign might even envisage a 
complete change of clientele. This could 
spell disaster if handled anxiously or 
hurriedly. A transition from one class of 
trade to another must be made gently and 
unobtrusively, subtly but deftly attracting 
the latter while gently releasing the former. 
Too great a haste, too urgent an appeal, 
may lose established backing before 
contact has been secured with the new. 

With a certain public in mind, it is 
necessary to analyse its mode of living and 
its needs. Some pertinent questions must 
be asked. For instance: 

Are we to pitch our appeal to people 
whose ways of living are simpler or more 
complex than our own? 

Is their spending capacity less, or do they 
spend more in a week than we earn in a 
month or a year? 

What are their habits, their tastes, their 
needs? 

More important still, what are their 
dreams? 


The increased tempo of life, the effect of 


two world wars, an unpredictable horizon, 
shortages, false values and general frustra- 
tion, all go to make dreams necessary to- 
day as a means of escape. Beneath the 
brittle and satirical facade lies a craving 
for the sentimental and romantic. This the 
display man must try to satisfy. 


4 \ tuat pecial features of the 


ight-to-the-point copy in a simple type 


ADVERTISER'S WEEKLY 


{ONEST It PRESENTATION. 


® ~The Ascot display shown above finely 
illustrates some of the writer's points, 


In the old days of more leisurely shopping 
and fewer shops, competition was keen and 
windows were literally catalogues. Mer- 
chandise was stuck upon the plate glass 
and rose in serried ranks from the floor to 
those extraordinary contraptions that 
descended from the ceiling —“‘top dressing” 
in all its glory! 

To-day, there is less time for selective 
personal shopping. The housewife must 
spend more time upon her household 
shopping and catering. The once leisured 
folk, with domestic help hard to get, have 
less time for window gazing. To the pro- 
fessional and business woman, time is 
precious and means money. 

To-day, therefore, we must arrest attention 
and tell our story briefly and sincerely, to 
bring our customer in. Only at Christmas 
do people deliberately window-shop or 
enjoy the festive spectacle merely because 
it is festive. 

The first step is to determine the mer- 
chandising policy. This should be done 
after taking into account the following 
factors: 

Location of the store: 

(a) Metropolitan. 

(b) Industrial city. 

(c) County town (residential or spa). 

(d) Resort. 

Position: 

(a) Whether in or away from shopping 
centre. 

(b) Competing attractions, i.e. other popu- 
lar stores in the vicinity, cinemas, the 
sea-front, etc. 

(c) Whether it is on the “right” or 

“wrong” side of the street. 
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Potential public desired: 
(a) Their age. 
(>) Their environment. 
(c) Their culture (6. may influence c., but 
c. may not necessarily determine b.). 
(d) Their business or profession. 
(ec) Their mode of living. 
(f) Their recreations and social life. 

(g) Their spending capacity. 

Let us assume that a fair appraisal has 
been made of all these factors, that your 
merchandising is right, that you possess at 
least a presentable facade and interior, and 
that you have a courteous and efficient 
staff, you are now ready to plan your dis- 
play frontage. How you do this must of 
course depend in detail on the kind of ~ 
goods you have to show, but observance of | 
a few technical principles will help to make 
your displays effective. 

Interior surfaces and decoration should 
be simple and unobtrusive—the simpler 
the better, so that it does not distract 
attention from the goods. 

Background colour should be flattering 
to, and secondary to, the goods to be 
shown, and in harmony with the entire 
facade. 

Provision should be made for changes 


of colouring, even changes in wall 
positions and dimensions 
Floor levels, for many 
should be brought to the public’s knee 
level. 
Lighting should be a generous and 
fluid installation—a combination of 


products, 


fluorescent tubes, bulbs and “spots”, 

individually controlled and not con- 

centrated top front above the transom or 

pelmet. For too long there has been a 

stock installation for all merchandise, 

static and often too intense. An overall 
underlighting, with “spots” and “floods” 
to bring emphasis and dramatic effect, 
has limitless possibilities. | Complete 
fluorescence brings a curious flatness; un- 
relieved, internally silvered “spots” give 
an unattractive patchiness. Total black- 
out with a few coloured “spots” is not to 
be encouraged as a general practice, 
unless the merchandise is black or white. 

You have decided that your merchandise 
is right, that it therefore requires no 
extravagant embellishment to sell it. Have 
the courage to act up to this conviction, 
A simple, straightforward, honest presenta- 
tion is all that is necessary, accentuating 
special features by positioning, handling 
(if textile or clothing) and straight-to-the- 
point copy in a simple type. 

Avoid being clever-clever, or torturing 
the goods to fit into some pet scheme or 
bright idea. Let the ideas for treatment 
spring from the merchandise—its origin as 
raw material, its source of manufacture, or 
eventual use. Often the obvious is over- 
looked in a desire to be original, and too 
frequently the not too intelligent ideas of 
neighbours are unsuccessfuly re-echoed. 

Confidence and sureness of touch are 
required really to strike out and appeal by 
unconventional means to a sophisticated 
public, though there is fascination in so 
doing. But it adds considerably to the 
Strain of the display executive! The 
provocative and sophisticated technique is 
an ephemeral thing, to be tackled only by 
those sensitive to the pulse of the times. 
What is right to-day may be ludicrous 


Fespruary 15, 195] 


to-morrow. Always remember that it is the 
duty of display people to sell their shop or 
store, not to indulge in personal exhibition- 
ism at its expense. 

Like the good cartoon, good display 
should need no caption or slogan, but 
subtly tell in its own way its purpose, by 
humour, perhaps, or by its dream quotient. 
Intelligent copy should add interest and 
explanation, but not dominate. Humour is 
too often overlooked. Side-splitting 
humour might prove too disquieting to 
have any serious sales value, but subtlety 
will curve a lip, make conversation between 
strangers, provide a jest in a pub, or a quip 
for a cocktail party. It will often make 
your window a talking point, which is just 
what you want. 


a = x 


final point about what are loosely 

termed “prestige” and “selling” display. 
Prestige display, in the past, has meant the 
extravagant, the grandiose. Anything 
stodgy and stuffy has been proudly called 
selling display. Both definitions are, of 
course, spurious. A selling display is one 
primarily intended to promote quick sales; 
it can have prestige value as well. A 
prestige display attracts the potential 
customer, inasmuch as she (most customers 
are women) is satisfied with what she is 
shown of the design, quality and price of 
that which is offered. Thus it promotes, not 
only present, but future sales. The distinc- 
tion may be a fine one, but no display man 
need go wrong if he remembers that the 
object of all window display is the same— 
to create sales before the customer enters 
the shop. 
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@ PLAN THE EXHIBITION STAND TO 
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Five sure ways to draw crowds 


to your exhibition stand 


By SYDNEY WILDMAN ¢ kKersitos 


stand with sales punch, remember- 

ing always it’s the product that 
counts. Plan for action and movement. 
A trained staff with a job for everybody 
and no passengers. Work to a co- 
ordinated plan and stick to it. 

Here, then, is my formula for a crowd- 
drawing stand. Now, let us see how this 
works out in practice. 

When you select your stand site, insist 
on seeing a plan of the hall, and work from 
that. If the exhibition organisers know 
their job, they will have planned their lay- 
out to give maximum crowd circulation. 
Try for a position on or near a crowd 
traffic lane. If you book blind, or leave 
it to chance, you may find yourself landed 
with a site in the exhibition backwoods. 
Even so, a backwoods exhibition site can 
still be made to draw the crowd. Remember 
that piece about the man in the woods 
making a better mouse trap than his neigh- 
bour, and the world beating a path to his 
door? It applies as much to exhibition 
sites as to mouse traps. 

If possible, choose a corner site, because 
a corner site not only gives additional front- 
age, but will enable your crowd to disperse 
itself, and so reduce risk of annoyance to 
your fellow exhibitors. 

Ask the exhibition organisers about 
publicity for the exhibition, and inquire 
about crowd-drawing features. Unless 
crowds are attracted to the exhibition as 
such, the chances of any individual ex- 
hibitor being busy won't be too good. 

Although good site position has_ its 
advantages, don’t think that because you 


Reem a well sited space. Design a 


DO’S AND DON’TS 


@ DO choose a well sited space, corner 
site if possible 


@® DO have your stand designed to your 
product 


@ DO have action and movement on 
the stand — planned, disciplined, 
easy to see and understand 


® DO see that your sales staff are alert, 
well trained and briefed, well 
dressed 


® DO provide enough staff to allow for 
rest periods 


have booked a first-class site, crowds will 
follow as a natural sequence. Good posi- 
tion will help, but as we shall see later, 
position is only one of many factors that 
matter. 


TNLESS you are a specialist in such 

matters, dont design your stand 
yourself. Consult and make use of the 
exhibitions division of your advertising 
agents, and call in such skilled help as you 
need. Remember that exhibition stand 
design is or should be a specialist's job, and 
in such matters it is experience that counts. 
Outline a rough design if you like, ask for 
your ideas to be incorporated, but leave 
actual design to others who understand 
these things. 

An exhibition stand must always be 
designed to the product. It is basically 
wrong to design a stand and fit in the 
product afterwards. Your stand must have 
sales punch. It must put over your sales 
message in no uncertain terms. It must 
have a character and individuality that is 
you—and if you are running an advertising 
campaign, it must tie-up with that campaign. 

Those of us engaged in advertisement 
lay-out realise the importance of leading 
the reader's eye to the salient message of 
the advertisement. That same principle 
must be applied in exhibition stand design. 
Regard the stand as your stage, and in 
making this comparison remember that a 
Set stage, attractive as it may be, will not 
of itself attract audience volume. It is 


FOR EXHIBITORS 


© DON’T design your stand yourself, 
unless you are a specialist 


@ DON’T design your stand and fit in 
the product afterwards 


@ DON’T employ “barkers’’; they 
vulgarise the appeal 


@ DON’T distribute free samples and 
gifts; the interest they arouse is 
not true consumer interest 


@® DON’T rely on stunts, such as a 
visiting film star, to draw crowds 
to your stand 
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INTEREST OF PEOPLE 


what happens on that stage that is the 
deciding factor. 

You are after the crowds, so you must 
have action—planned, co-ordinated and 
disciplined action on your stand. Now, it 
is a curious trait of human behaviour that 
people like to watch other people working 
or doing something. The hole in the road 
with its ever-changing audience is, maybe, 
a crude parallel, but it willsserve to illus- 
trate the principle. 

But what kind of action and movement, 
you will ask? That, of course, depends 
entirely on the product you are showing. 
Every product depends upon some kind of 
manufacturing action or process. Put on 
your thinking cap. Go round your factory, 
and see whether there's some process 
which although uninteresting to you may 
possibly be a real “news” item to the 
untutored public and which could be 
demonstrated to them. 


* e * 


HEN making up your mind on the 
form of your exhibit, remember that 
what may seem commonplace to you, is 
possibly spectacular and interesting to the 
layman. It may, for instance be a simple 
wrapping or stamping process, or an auto- 
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matic filling function. Whatever it may te, 
provided it lends itself to demonstration 
within the somewhat confined space of an 
exhibition stand, dramatise that process 
and present it as part of your exhibit 
Make sure, however, of plenty of movement, 
and present something that the public can 
readily see and easily understand. 


This brings me to the question of 
stand personnel and stand discipline 
Unfortunately, many exhibitors fall down 
on this most important aspect of exhibition 
work. We have all seen exhibition stands 
where the stand staff seems to be at a loose 
end. Some lounging about, some reading 
newspapers, some, oh so languid, and oh, 
so tired! And yes, some even playing cards, 
to all intents and purposes quite oblivious 
of what is going on around. Yes, it sounds 
incredible, but I have even seen stand staff 
playing a game of chess! Such conduct 
gives a bad impression, as the onlooker is 


a 


Vili 


so apt to judge a firm and its product by 
the impression so gained. And some 
exhibitors wonder why their stand gets the 
go-by from a critical public! 

On the other hand, a live and alert 
exhibition stand staff gives an impression 
of briskness and alertness which, somehow, 
is passed to the audience. A well-trained 
and well-briefed exhibition stand staff in 
action is indeed a joy to watch. Therefore, 
your stand staff must be well trained. 
Everybody must be given a definite job, 
which must be performed exactly as 
directed. 

If you demonstrate a manufacturing 
process, the operatives must be the pick of 
your factory personnel, and so well versed 
in their duties that there is no bungling or 
awkwardness. Pay particular attention to 
operatives’ dress. Each must be immacu- 
late. Remember too that to work in a 
factory to a set routine is vastly different 
to working in public to the somewhat 
exacting limits of an exhibition stand with 
its various drawbacks. 

Remember also that exhibition work is 
exacting and exhausting. It is unreasonable 
to expect a staff to work continuously on 
the stand and be as bright at say 6 p.m. as 
they were at 9 a.m. Therefore, always pro- 
vide for sufficient staff so that some are 
always resting—away from the stand if 
possible. The new shift will resume duty 
alert and refreshed with the result that they 
will still have sparkle, enthusiasm and 
|vitahty at closing time. 


OMEONE recently asked me whether I 

thought “barkers” were desirable 
on a_ stand. The “barker” rightly 
belongs to the market-place and fair- 
ground, and should find no place in the 
exhibition world. His presence on a stand 
does most definitely vulgarise the appeal, 
and some types of “barker” can more 
readily repel people rather than attract 
them. 

If your product or demonstration re- 
quires some explanation, the most effective 
method is to have somebody—one of your 
salesmen if you like—give either a dignified 
explanation or else stress the main sales 
points of the product at regular intervals. 
The remarks so made must be so well 
rehearsed as to appear spontaneous. 

Audiences prefer and are appreciative of 
a well-spoken address, but be careful not 
to overdo it. A few minutes is all that is 
required, and I place a limit of five minutes 
for each phase of such work. 

One of the most effective ways of 
attracting a crowd to your stand—a method 
which incidentally I consider unwise—is 
the distribution of free samples and gifts. 
Do this, and people will flock to your 
stand—the crowd volume being deter- 
mined by the nature of the proffered 
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sample. A milling crowd round a stand, 
pushing and grabbing for samples is a most 
uninspiring spectacle, and can give a 
totally erroneous impression of interest in 
the product. Actually, the interest is not 
true consumer interest, but just a con- 
tinuous and vulgar demonstration by the 
“something for nothing” brigade to whom 
a free sample offer is like manna from the 
gods. 

So which type of crowd do you prefer 
around your exhibition stand? An orderly, 
interested crowd intently interested in your 
product, subconsciously absorbing the 
stand’s sales message? A crowd that is 
being subtly educated, both visually and 
orally, to the merits of your product, and 
receptive to what you have to say? Or are 
you one of those exhibitors who prefers a 
crowd that almost demolishes the stand in 
its eagerness to get something for nothing? 
The choice is yours entirely. 


NOTHER crowd attracting device is a 
visit by a star or celebrity. The crowd 
lasts, however, only so long as the visitor 
is there—and it is evident that the 
crowd’s interest is centred on the celebrity 
to the exclusion of all else. The only value 
to be obtained from visits of this kind is 
oblique publicity which may accrue from 
the publication of a picture in the Press— 
and in these days of curtailed newsprint, 
believe me, it has got to be an exceptional 
picture with exceptional news interest if it 
is going to hit the picture headlines, or 
even be published at all. 

Don't rely on stunts to draw the crowds 
to your stand, because stunts generally 
mean that you're hard up for good 
merchandising and sales ideas. Remember 5 
that the public will always re-act favour- 
ably to sincerity, but not always to stunts 
or “Smart Alec” tactics. 
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AT POINT OF SALE 


How to select the right package 


for your product 


By A. E. PALLET T, Publicity Manager, The Metal Box Co., Ltd. 


coalition of a pleasing shape and good 

surface design. A package must 
command attention by its 
features and so promote purchase at the 
point of sale. It has also another function 
even more important—that of protecting 
its contents in such a way that they 
reach the ultimate consumer in factory- 
fresh condition and in such a state that 
they are ready for immediate use. 

The advertiser, or his advertising agent, 
should he depute to an agent initial res- 
ponsibility for selecting a package for a 
new product, or a new package for an old 
product, must ensure that the pack does 
protect the contents effectively. 

To do this he must know : 

Exactly what the product is, the materials 
from which it is made and the reaction they 
are likely to have on any packaging material. 

The conditions necessary to preserve the 
product during transport, its shelf-life and 
its use. 

The way in which the product will be 
consumed by the purchaser. 

The results of these investigations will 
point the way towards the main group of 
packages which must be used. For example, 
if a product contains vinegar it is unlikely 
that a can will be suitable: a hygroscopic 
powder cannot be efficiently packaged in a 
material which is not resistant to water 
vapour; a commodity containing oil liable 
to rancidity on oxydization suggests a 
vacuum or gas-filled pack, while special 
provision must be made for anything which 
needs to breathe, such as fruit. 

Within the limitations imposed by the 
necessity for preservation, the pack must be 


Preston or is much more than the 


distinctive 


® 1. SELECT the package material 
most suitable to protect its con- 
tents. 


2. ESTABLISH what qualities 
the package must have to give 
convenience to its contents. 


3. FIX how much can be spent on 
the package. A balance must be 
held between the cost of the pack, 
the cost of the product, and the 
selling price. 


4. THEN begin the functional 


made as convenient as possible. An 
adequately sealed paper bag may be an 
entirely satisfactory package for talcum 
powder as far as the preservation of the 
contents is concerned, but to the user it 
would be a far from convenient container. 

The desire for convenience, however, 
must not be pushed to the stage of over 
packaging. The more elaborate the pack 
the more expensive it will be to produce 
and possibly to fill, and it must be remem- 
bered that a balance must be held between 
the cost of the pack, the cost of the product 
and the ultimate selling price of the final 
article. 

There are, of course, occasions where a 
more convenient though more expensive 
pack considerably enhances the value of 
the product to the consumer. A perfect 
example of this is the finger-tip dispenser 
for insecticides which was introduced last 
summer. It is perhaps unnecessary to 
mention that liquid insecticides are nor- 
mally packed in tins and that in order to 
use them the purchaser must transfer the 
liquid into a sprayer and spray his room 
for some seconds at frequent intervals to 
keep it free of insects. 

Let us see what happens under these 
conditions. The average domestic sprayer 
produces, with the expenditure of no little 
energy on the part of the operator, a spray 
of comparatively large droplets of liquid. 
Because of their size these droplets pass 
through the air on to the walls or floor of 
the room and within a very short space of 
time insects can come in through the 
window, buzz round your head and out 
again without the slightest ill effect. Now 
let us spray the room with insecticide from 
a finger-tip dispenser. The container is 
much smaller than the can of insecticide 
you would have got for the same expendi- 
ture; nor is this all, it is not completely 
filled with insecticide; a portion of its 
volume is filled with liquid gas. Hold the 
dispenser in your hand, and with the index 
finger apply pressure to the small knob in 
the centre of the top for one second. The 
pressure on the knob depresses a spring 
and releases a fine mist of droplets con- 
sisting of insecticide and liquid gas. The 
liquid gas, which is completely inert, 
gasifies in the warm atmosphere of the 
room, leaving a minute droplet which is 
known as an aerosol (a fine dispersion in 


Ihe insecti- 
cides is “a perfect example” of a pack 
that enhances the value of the product 

to the 


finger-tip dispenser for 


consumer 


air) which will remain suspended in the 
atmosphere. The result is that two one- 
second bursts from 1 finger-tip dispenser 
will keep the average room free from flies 
for up to four hours, and the apparently 
small amount of insecticide contained in 
the pack dispensed in this way has the 
equivalent killing power of a considerably 
larger quantity of liquid used in the 
average domestic sprayer. 

One of the frequently disregarded advan- 
tages of package convenience is that the 
goods remain in their container until they 
are used up. 

As this carries the manufacturer's display 
it provides an advertisement with a con- 
siderable life. If the pack is not convenient 
then the product will be removed and put 
into something which is. 

How many men to-day have beautiful 
and expensive cigarette cases, lying in 
drawers and other odd places, which they 
never bother to use because it is too much 
trouble to fill a case and far more con- 
venient to use the cigarettes from the 
packet. Every time those men light a 
cigarette in public the makers get a free 
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the picture above, the tennis ball tin is pressurised 
to retain the bounce of the balls: the film pack is a 


seamless rizid extrusion: the biscuit tin has 
top: the deve'’oper a lever lid and ring 
penicillin pack contains ten separately pack 


advertisement. Perfumes and cosmetics are 
other products which are rarely removed 
from their packs and the silver mounted 
cut glass bottles and jars which used to 
adorn the dressing tables of our mothers 
and grandmothers have been replaced, on 
those of our sisters and wives, by the 
packages of the famous perfumeries and 
beauty experts, all of which form a lasting 
advertisement for the makers. Admittedly 
these jars and bottles would not remain in 
their place if they had not been pleasant in 
appearance, but surely no one who claims 
to gild the lily would be so foolish as not to 
beautify their own product. Far more 
likely would they be to choose the package 
which was attractive in appearance before 
they considered whether it was convenient 
or suitable for their product. 


* a a 


AVING established suitable material 
for the package, what qualities it 
must possess to give convenience to its 
contents and how much can be spent on it, 
one is in a position to commence its func- 
tional design. Long before this stage is 
reached the advertiser who has had ex- 
perience of packaging will have called in 
experts to assist him in the evaluation of 
the problem. He will have been able to 
obtain information on the composition of 
the product from the research depart- 
ment; consumer research will have told him 
much about the qualities required from the 
pack; and market investigations will have 
given him a lead on what can be paid for it. 
If he has not already done so he should 
now consult the package manufacturers. 
It is well worth while bringing them in 
right at the beginning for they have, over 
the years, amassed considerable experience 
on how to answer similar packaging prob- 
lems. Let no-one be afraid that the 
reputable package manufacturer will give 
bad advice biased favour of his own 
particular speciality, for if it is not the 
correct pack for the product he will lose 
more than he gains from the initial order. 
All package manufacturers must be acutely 
conscious of the fact that they can only 


Packs specially designed to suit their contents, In 


tuger 


sell those empty containers which the 
product manufacturer can, in his turn, sell 
tilled. 


Preferably round a table with his agent 
and the package manufacturer, the adver- 
tiser can now begin to discuss the form 
which the ultimate container will take. 
Listen carefully to what the package man 
has to say. It is his responsibility to pro- 
duce the container and the limitations 
imposed by his production methods must 
be accepted and worked to if ultimate dis- 
appointment and increased costs are to be 
avoided. If the commodity presents new 
packaging problems necessitating the pro- 
duction of an entirely new type of con- 
tainer, do not expect immediate results. 
New machinery may have to be designed 
and made before a single pack can be pro- 
duced. New materials may have to be 
found to meet unusual conditions. Methods 
of filling the pack in the client's plant may 
have to be modified and new ways of closing 
the filled container worked out. 


A glance at the history of the develop- 
ment of the now well-known metal-ended 
frozen food container shows some of the 
difficulties that may be encountered in the 
production of a new pack. In this par- 
ticular case there were stringent conditions 
imposed by the freezing process after filling 
and in the thawing out of the pack. These 
were not helped by the shortage in this 
country of the known material required for 
the body of the pack. An inferior board 
had to be substituted and in order to make 
if moisture vapour proof, a condition 
which is essential to avoid freeze burns on 
the contents during processing, an alu- 
minium foil had originally to be laminated 
on to the inner surface. 

The normal method of joining a metal 
end on to a cardboard body is by a rotary 
process, but this demands that a rectangu- 
lar container should have well-rounded 
corners whereas to facilitate the freezing 
process and avoid air pockets it was 
desirable that the frozen food container 
should have corners as near a right-angle 
as possible. A new method—actually a 


new application of an old method—was 
evolved for clinching on the ends, but this 
demanded a differently designed end, 
which again must give the smallest possible 
air pockets when the packs were stacked in 
the freezing racks. 
~ * * 

NE of the greatest difficulties for the 

scientists was the discovery of an 
adhesive which would glue the bodies 
together. As they were to be mass pro- 
duced it must dry in a fraction of a second, 
but it must not smell, neither must it 
impart a flavour to the contents. It must 
be efficient under freezing, yet it must 
withstand the moisture which collects on 
the pack during thawing. Altogether 120 
adhesives were tested before the right one 
was found. 

Once the pack is produced the advertis- 
ing agent comes into his own with the 
designing of the surface decoration. This 
is his particular province and the surfaces 
of the package are free advertising spaces 
for his client. They can and should be 
designed to tie in with the other promo- 
tional matter which the agent is producing. 
They can display and sell the product; they 
can sell similar lines made by the same 
manufacturer; and above all they can give 
clear and concise instructions on how to 
use the contents. 

In his advertising agent the advertiser has 
the ideal co-ordinator of the results of 
the research necessary to the successful 
packaging of a product. His is the ideal 
organisation to produce the suggestions for 
the surface decoration of the package, but 
if he is to advise on its form and the 
material from which it is to be made he 
must either set up an expensive organisa- 
tion to handle this side of the work, or 
make use of the knowledge and experience 
which are already available and which will 
be freely given by the package manufac- 
turer. It is essential, however, that if he is 
to make full use of the package manufac- 
turer's services, the latter must be called 
into consultation at the earliest possible 
moment. 
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Wass, PritcHARD & Co. LIMITED. 


Romney Press 
85, Fenchurch Street. London, E.C.3. 


TELEPHONE ROYAL 714! (3 LINES) TELEGRAMS WASPRITCH, FEN. LONDON. CABLEGRAMS WASPRITCH, LONDON 


Dear Sirs, 


This Inset is once again devoted to the 
extensive colour Lithographic Side of our business, 
and mainly serves as an example of the rapid advances 
we are making with colour reductions when reproducing 
work by Photo-Offset Lithography. 


In addition to general Lithographic Service we 
are able with our Bindery equipment to offer all types 
of precision punched labels for use in Hopper-fed Machines. 
Enquiries necessitating all types of cutting, folding and 
stitching and spot varnishing are also effectively dealt 
with by the most modern methods. 


Our one object is to remain abreast of the times, 
especially in all specialistic directions. Our sole pur- 


pose is to retain and increase our valuable Clientele by 
maintaining confidence. 


Yours faithfully, 
WASS, PRIPRHARD & CO. LTD. 


Managing Director. 


CREATORS PRODUCER'S COLOUR ryt 
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These display cases increased 
dealers’ sales by 200% 


HE Parker Pen Company believe that 

| the simpler it is made for the dealer to 

sell their pens and other products, the 

bigger sales will prove to be. This is the 

basic idea that inspires their display policy, 

and experience has satisfied them that it is 
the right one 

4ll display material is therefore designed 
to make selling mechanically easy for the 
dealer and his assistants. From the start, 
Parkers set out to evolve equipment so 
attractive that it would cause the customer 
to make the first move in the sales trans- 
action. 

“Our experience is that if the customer 
shows interest in the pens displayed before 
him, and the assistant is so equipped that 
selling is simple, the latter will try to develop 
that interest into a sale, says Mr. G. R. 
Coulthard, Parker Pen Co. sales director. 

The company advertise their most 
expensive pen only. They do not believe 
that this advertising alone can persuade 
people to spend £4 6s. 2d. on a pen, so they 
concentrate on suggesting the desirability 
of having a new pen. In other words, they 
sell the idea, and leave it to their dealers to 
sell the pens. 

Everything they do in the way of adver- 
tising and sales promotion is aimed at the 
moment when the assistant is talking to the 
customer, whether the latter has asked to 
see a pen or not, 


Manufacturers who want to push 
up dealers’ sales should: 

® 1. DESIGN display fixtures to 
make selling mechanically easy 
for the dealer and his assistants. 

@ 2. PROVIDE equipment which 
attracts the customer, so that he 
or she makes the first move to buy. 

@ 3. CHARGE the dealer for the 
display equipment, thus giving 
him an added reason for increased 
selling effort. 

@® 4. SUPPLY showcards to form 
a background to the goods—in 
neutral colours. 

@® 5. RUN sales and servicing 
courses for dealers and assistants. 
The display material and its uses 
can be demonstrated at these 
courses. 


By the FEATURES EDITOR, Advertiser's Weekly 
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Parker equipment for a complete pen department. This comprises main floor 


case, fanked at one corner by writing bureau for customers to test pens and at 


the other by display case: and at the back a wall case 


Parkers display their pens in well-lighted 
showcases, with magnifying glasses that 
enlarge the nibs so that the customer can 
see for himself the details of their construc- 
tion. Then Parkers tell the assistant to link 
up with the interest thus created by asking 
the customer about the pen he already 
possesses—how it is working, whether it 
needs filling, and so on. 

“We are assuming that the customer 
already has some interest in the Parker 51, 
because of the advertising he has seen,” 
explains Mr. Coulthard. It is up to the 
assistant to cash in on that interest by 
finding an opportunity to explain. the 
features of the 51 model over the counter. 

Wherever possible, Parkers advise their 
dealers to install a complete pen depart- 
ment (see picture above). The basic unit is 
the main floor case, which can be flanked 
by the corner bureau, at which the cus- 
tomer with time to spare can try different 
nibs while he is comfortably seated. On the 
other corner is a display case pure and 
simple, and the whole outfit is backed by a 
wall case. 

All the cases are built in such a way that 


a pen department can be arranged to suit 
the location of the shop. The dealer can 
have a length of floor cases which fit flush, 
end-to-end, or he can have a three-sided or 
U-shaped department, according to the site 
available. 

The dealer has to pay a fairly substantial 
sum for this equipment. This gives him a 
strong interest in increasing his selling 
effort. The overwhelming majority of those 
who have installed it report sales increases 
ranging from 200 to 300 per cent within a 
very short time. 


In fact, it is usually the dealer (or his 
assistants) who suggests that Parker display 
cases should be installed in his shop. For 
some time now the company have been 
running, in London, four-day sales and 
servicing courses for dealers and their 
assistants. The dealer pays the railway 
fares and hotel bill of himself or his 
deputy, and—because the money has been 
spent—meetings are animated and interest 
is great. While attending the course, the 
dealer sees and uses the display fixtures, 
and it has been found that he needs no 
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persuasion to introduce it into his shop 
when he returns home. 

Says Mr. Coulthard: “We are very con- 
scious that we are involving the dealer in 
expense, so we take good care that the ; Pt 3 
instruction given here, if applied even by a pate 
junior assistant, can make sales that will 
more than recoup the cost of the course in 
a matter of two weeks or so, and of any 
display fixtures installed in very little 
longer. The reports we get from dealers 
bear this out.” 

All showcases are designed by the 
Parker company, and two case manufac- 
turers are kept busy making them. Barely 
has a case been put into production before 
Parkers have another idea—of improve- 
ment from the point of view of display and 
of convenience for the assistant. 

Parkers also use showcards quite exten- 
sively. As far as this type of display aid is 
concerned, they believe that, with very few 
exceptions, the card must be a background 
to the goods. That is why most of their 


6 mine 


Above, a typical showcase Note the 
unobtrusive showcard forming a back 
vround to the goods, and the display 


of inks 


Left, a Parker counter case 


showcards are in neutral colours, and 
unobtrusive. 

Pictures of pretty girls are “out”, 
except for one or two prestige cards which 
do not include actual pens in the display. 
Wherever pens are mounted on the card, 
the neutral colours, unobtrusive design rule 
applies. Otherwise, say the company, 
people look at the pretty girl or the attrac- 
tive landscape, and ignore the product. 

In addition to pens, the Parker Co. sell 
ink, and here a different display technique 
applies. Pens are a non-essential, which 
people can postpone buying. But, if one 
does any writing at all, ink is a necessity. 
All that is necessary to sell ink is to display 
it prominently on the counter, so that 
shoppers who have forgotten to buy a 
bottle for weeks are reminded that the 
nearly-empty bottle at home should be 
replaced. 

Parkers have two standard counter dis- 
plays for their Quink. One is in card, and 
supplied free to dealers. The other is in 
sheet metal, and charged. It is the latter, 
they have found, that sells their ink best. 
The dealer who has paid even the com- 
paratively small sum that is asked for this 
display is more likely to make use of it on 
his counter than he is of the free issue. 
Here it is not a question of design doing 
the job, but of a display aid that is paid for 
being preferred to one that is not. 


Left. an effective display. The manu 
fucturers assume that the company s 
advertising has already aroused cus 


tomer interest. It is up to the sales 


assistant to take advantage of this 
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We cannot solve the difficulties of our romantic 


couples, but we can try and solve yours. 
Advertising material always is a problem and 
now raw material is adding to our difficulties, 
We can help in both directions with design and 
production of Showcards, Cut-outs and Packaging. 


A highly specialised Studio staff will prepare 
for you sales-compelling and economical display 
media. 

Our modern well-equipped factory will pro- 
duce the finished article on time. 

Let us call and talk to you about your problems. 


Lt 
ABBEY DISPLAY 


COMPAN Y LIMITED 
Speetalists TT, Teint of Sale Advertising 
21-22 POLAND STREET - LONDON :- W.1 


Telephone: GERRARD 8167-8 — Telegrams: ABBEYDIS-WESDO, LONDON 


Wa 


PHOTO LITHOGRAPHY 


AND LETTERPRESS 
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for silk screen 
By W. V. CURTIS 


Managing Director, Curtis of Coventry 


NE difficulty confronting the user of 

silk screen is that of half-tone. Excellent 
results have been obtained by the process 
but, except in the coarser screens, half-tone 
bristles with pitfalls for the inexperienced 
or unwary. As an alternative, buyers 
would do well to consider scraperboard. 
Here is a tried method of giving the 
impression of tone which is entirely suited 
to silk screen reproduction. Effect when 
reproduced by silk screen can be greatly 
enhanced by intelligent use of inks—matt, 
gloss, transparent or opaque—combined 
with careful selection of materials. 

Few print users seem aware that scraper- 
board in colour is a practical proposition. 
The results obtained by this method can be 
striking, and possess all the richness and 
depth of colour which screen printing can 
give and which, if the paper happens to be 
dark coloured, is unobtainable by any 
other process. 

The technique of coloured scraperboard 


18 Denman St 


Piccadilly Circus 


London W.1 


‘Studio Graphis. 


o.oo is eee 


Gerrard 3336-7 


PRESENTATION ROUND-UP 


xiv 


Colour scraperboard i is suitable 


calls for the highest degree of skill on the 
part of the artist, and the prospective user 
of this method must think in terms of 25 30 
guineas for his originals. This, however, is 
the only big initial expense; in screen work 
there are no block or plate costs calculated 
on an area basis, and this represents a big 
saving when large multi-coloured illustra- 
tions are required. 

The importance of good originals cannot 
be over-emphasised and there should of 

course be the closest co-operation between 
artist and printer. Lack of this essential 
liaison leads to unnecessary expense and 
disappointment. Broadly speaking, a design 
that would suit a process engraver for re- 
production in multi-colour line will 
reproduce satisfactorily by screen 

So far as actual printing is concerned, 
colour scraper needs no special technique 
other than that usually employed by a 
master craftsman. 

Colour scraperboard is a useful medium 
in the design of many types of literature. 
Booklet and catalogue covers, showcards, 
posters, windowstrips all offer themselves. 

It is a fallacy that silk screen is unsuitable 
for long runs, for multi-coloured subjects 
are being produced regularly in quantities 


it will cost you nothing 


Studio Graphis is acknowledged to b 


colour photographers in Britain. 
We are renowned for ou 
Printers like our ex 


which ensure flawless reproduction. 


Advertisers benefit from our speed ; 7 
ave a 24-hour service. 


hurry can h 


We know we are 


For we can give 


it will cost you nothing ! 


r magazine and 


Our library of colour shots for | 
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up to 30,000. On economic grounds, 
obviously, as quantity increases, so com- 
petition from other printing processes 


becomes stronger, and a point arrives in all 
types of work where the greater opera- 
tional speeds of letterpress, offset litho or 
photogravure must win the day. The recent 
mechanisation of silk screen has, however, 
increased its quantity range considerably, 
and while it remains unchallenged on 
quantities from 5-500 it is now justifying 
itself in the wider field of general commer- 
cial printing. 


* . * 


Commercial films 


_ 

as sales aid 
By PAUL NUGAT 

NY marketable product scheduled to 

be the centre of a point-of-sales display 
is far more likely to gain the attention of 
the public if the product is also the subject 
of a short advertising film. 

Two firms—Sebel Products Ltd and 
Ronson Products Ltd.—organised Christ- 
mas sales campaigns, in which the whole 
tone was set by the cinema screen. 

Sebel Products Ltd. took their 2-min. 
advertising film “Her Dream Came True” 

continued on page xvi 


e the finest group of 


adverticing work. 


tra large colour transparenc/?s 


clients in a 


immediate use 


is in constant action... 


beating the drum. 


But then, we know our capabilities. 


you better colour photography 


than you have previously known. 


And better service. 


Dial GER 3336 and we will prove it. 
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D DESIGNS (pny fe 


. now settled in at our new home 


with increased personnel can now extend 
our present list of accounts and invite 
enquiries from firms requiring a complete 
advertising service. 


Advertising Printing ~ Display 


2 GUILFORD PLACE +: LONDON - W.C.I + Telephone HOLborn 6370-8-9 


Are you doing your own 
silkscreen printing in 1951? 


...0r perhaps you're planning to cut your own photo 
stencils ? 

Frankly, we don’t believe a word of it — not even if we 
gavejyou the run of our extensive premises and all our 
expensive equipment to play with ... and why should 
you, when we at Art Display Service can offer you such 
a complete service, coupled with high production speed 
and keen prices ? 

We have our own photo-stencil department. Our range 
is wide (we can tackle anything from a price tag to a 
48 sheet poster), and our work is top quality. 

If{it can) be silkscreened, Art Display Service 
can do it. 


Art Display Service Ltd 


149, LUPUS STREET, LONDON, S.W.1 


Telephone : VICTORIA 9791 


y, : ; 61, Chapel St., Ancoats 21-23, Lower Loveday St. 
tion Stands Sitios Po. «= MANCHESTER, | BIRMINGHAM, 19 
Ron De eS: 95, Renfield Street, Broadway, 

Deg. GLASGOw NOTTINGHAM 
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continued from page xiv 
into 1,000 family-type cinemas. All their 
stockists were advised in good time of the 
date of the tilm’s local exhibition. On the 
strength of the film, their stockists ordered, 
at their own expense, 364 slides—mostly 
for simultaneous exhibition with the film. 
Further, Sebel Products sent out 8,000 
general posters for display; 680 special tie- 
up display posters; 190 Press stereos for 
local advertising, which carried some 
mention of the film and where it was being 
shown. A few retailers even booked space 
in the foyers of the cinemas for the display 
of the product. 

The extent to which Christmas sales 
were influenced by this campaign, which 
achieved topicality through the cinema 
screen, is not assessible, but several new 
accounts have been traceable to the film, 
and many retailers were inspired on their 
own initiative to organise window displays, 
which tied up with the contents of the film. 

Ronson Products Ltd., on the strength 
of their 2-min. colour cartoon film 
“Lighter Moments” likewise ran a cam- 
paign in which the keynote was set by the 
film. Some 10,000 Ronson stockists were 
given advanced notice of the film's book- 
ings in a broadsheet. The film was shown 
in 1,500 cinemas on the G.B.-Odeon Circuit. 
The characters, appearing in the film, were 
also embodied in a national advertising 


| 


PRESENTATION ROUND-UP 


campaign. Many stereos were supplied to 
stockists for local advertising. 

Again, on their own initiative, some 
stockists devoted the whole of their window 
space to the product and display material, 
which had been inspired by the film. And 
finally, Ronson Products tied up with news- 
agents and had a leaflet delivered with the 
morning papers. 


Colour photography 
at point of sale 


By J. D. MACAULAY 
of McLeish and Macaulay Studios 


OW many are the art directors who 

have been disappointed, after seeing 
a colour transparency, at the result 
in print? The cause is that reflected light 
will never appeal to the same extent as 
transmitted light. 

The Festival of Britain is possibly one of 
the largest point of sale campaigns yet held 
in this country. To the foreign buyer, the 
Festival is virtually the point of sale, as are 
all trade exhibitions. But the problem of 
placing on actual display every selected 
item of Britain's output was rendered 
impossible due to lack of space. Design 
Review solved the problem in setting up 
a back projection system whereby several 
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thousand colour and other transparencies 
will be continuously on view to the public. 
Individual projections will be available for 
interested buyers. 

Already at trade exhibitions there have 
appeared the giant back illuminated colour 
transparencies, but they are very costly to 
produce and for that reason denied to many 
retail display points. But the principal is 
still available to them by means of back 
projection of small slides at very much 
lower cost. 

Much has been made lately of Day-glo, 
because it “stands out”. For this very 
reason, colour photography viewed by 
transmitted light has a vast future in this 
field. The back illuminated colour photo- 
graph in a shop window is a guaranteed 
stopper to the passer by. The back projec- 
tion of colour shots, as a window back- 
ground, and the use of the automatic pro- 
jector, throwing a continuously changing 
selection of goods on the window screen, 
are methods the advertiser should study. 

Already transparencies are being used by 
travellers and salesmen. Already trans- 
Parencies are being mailed abroad to 
replace the heavy cost of sampling by air. 
The contribution colour photography has 
to give the salesroom has really only just 
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begun. To improve the already attractive 
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You can see through this... 


but it’s good!! HELEN J ARDINE 


ARTISTS LTD. 


Are you looking for new ideas for ‘* Point of Sale *’ and 
retail display advertising ? Of course you are — we all are. 
A number of media are good because of their novelty, 
but this method is not only new but here to stay and may 
well revolutionise point of sale display advertising. 


By automatic projection a number of colour transparencies 
can be transmitted through a screen. A display in coloured 
light is given, which will attract attention with a picture 
of a brilliance that no printing process can faithfully 
reproduce. 


** Design Review "' of the Festival of Britain has taken the 
lead by using this display medium, and we are proud to 
have been chosen as the creative photographers for this 
purpose. We would now like to do the same for you. 
Let one of our specialists call and talk things over. 


Colour Transparencies for ute 
- — elepnhone 
Display Advertising TEM Bar 6720 


ring 
western MINERVA HOUSE 
3854 WELLINGTON STREET, STRAND, W.C.2 
44 QUEEN'S GATE TERRACE, KENSINGTON, LONDON, S.W.7 


STUDIO LISA LTD _ BOOST YOUR SALES 


with 


Paramount 
ic PPAMIOMS 


EGG SEPARATOR Win new customers. . . sell more 
Simply tilt—and cae to old ones—with these clever, 
sme. tomen low-priced plastic premiums. 
yolk behind. Perfect Every one a proved success, in 
Premium for food pro British or American markets. 
— Paramount plastic premiums will 

help to put your product into 
DETECTIVE CLUB BADGE more homes—and keep your com- 
Moulds d to any petitors out. Prepare now for 
Fated ean ane Spring and Summer campaigns— 


ideal for — breakfast get in touch with Paramount now! 
t drinks, etc 


Fits firmly on standard Choose from our range— { 
bottle keeps milk or design your own. f 
can, prevents spilling 2 


a a es ; on . { Suitable offer for all Either way, you're certain 
. > . . > S — | i € € r a J y.2 
Another of the services offered by STUDIO LISA. A very [iano aanmueis of the lowest quotation, 


large stock of food photographs available for reproduction, P quickest delivery, com- ‘ 

editorial and advertising. Special dishes prepared and TOY BINOCULARS plete satisfaction. ‘ 
\ > IN Moulded like jet 

Plane. give genuine 

magnification 


STUDIO LISA LTD|_ ....=%-.——.. (om 
30 FLEET STREET - E.C4 - CEN 7640 PARAMOUNT puastic propucts tr. Sa 
PHOTOGRAPHS POR ALL PURPOSES 36 Hawthorn Grove, Penge, London, $.E.20. ‘Phone: SYDenham 5993 
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~|- PRODUCTION OF BROCHURES POSTERS 
oy CATALOGUES AND SALES SERVICING 
PROMOTION MATERIAL AND STORAGE 


ASTRAL ARTS GROUP LIMITED M ERCURY 
245, Vauxhall Bridge Road, London, S.W.1. Tel. : Vie. 5303/6 


245 VAUXHALL BRIDGE ROAD 
VICTORIA - S.W.1 + TEL. ViC 0912-3 
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FINEST QUAYLITY 
DRAWING 


STILL AVAILABLE AT gTHE 
RIGHT PRICE! 
IN STOCK AT. THE ARTISTS MATERIALS HOUSE 
PHONE HOL 6245-6 
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ON THE SURFACE 


It may be an operating 
instruction on some re- 
mote bit of machinery; 


an identification mark on 
AT some novel plastic pack; 
ig ; a publicity idea beyond 
‘(| RESERVED Ss, 
— DELIVERED provides the answer. In 
fact. “TRAPINEX’ does 


WHEN EMPTY . not often meet a marking 
PLEASE RETURN TO problem to which a ready 


and economical) solution 

WORKS x90 
CASTNER-KELLNER cannot be found. Write to 
RUNCORN ” the address below giving 
oc, CD past there’s no obligation of 


specimens if possible 
oe *. 2, 
7 A 4. cHemcas OC course. 


the scope of printing and 
too expensive for hand- 
painting. But whatever it 
is. “TRAPINEX’ usually 


WHERE YOU LIKE! 


“TRAPINEX’ can put 
your name anywhere, 
whether it be on a retail 
ers window, on vans of 
trucks, on buses and in 
tube trains, on your con- 
tainers, on packs or on 
the product itself The 
tenacious “TRAPINEX’ 
Paint Transfer reproduces 
nameplates. designs, 


7 

| y J devices and trademarks, 

wary . Slogans, warnings, etc 
C9 All colours of the rain- 
Va bow (and a few of our 
own) are easily and effec- 
T tively reproduced, no de- 
RAPI thee E: sign ts too intricate and no 
job too large. There are 
few surfaces for which the 


\ 
S 
a 


USERS INCLUDE The, brilliance. performance and powerfui iis of TRAPINEX’ laboratory 
ALSTIN: MOTOR CO. BERGER ‘TRAPINEX® P: ss i era es = tie hasn't yet perfected the 
: : } * aint Transfers have proved their : 

- wet r ~~ - — ns : P , ideal transfer that will give 
gLOSSO) A ‘ .f: . ‘ » wre: 

aes, Cee oe worth to many world-famous companies, great fully satisfactory results. 

DAIRE, GEC, GILBEY’S WINES national advertisers and government departments. 


SO EASY TO APPLY 


The application of 


HOONER. HORNIMANS, HONIS 


icy Ghia il Gren eee For forceful window transfers at the point-of-sale 


ae gonna ri ttt where public and product meet: nameplates on the -TRAPINEX® Paint 
HON. = NUSWIFT. — OSRAM product itself. trademarks etc. on bulk packages, Transfers is simplicity it 

PHILLIPS’ Rt ; ‘i i ; : > carried ¢ 
s R BBERS. REMIN( drums, acid carboys etc. ‘TRAPINEN’ is the ideal self and can be carried out 
" nate ee Rt eae ij c 3 b , : by totally unskilled labour 

s > > ‘ > . . P » . , 
2 i ca sane 3 , er gg medium in any number of colours in any snape or A special Fixing Service 
WM. WREN LTD. etc, et design. Write for an interesting booklet that shows for shop windows is avail- 
RESEARCH AND ADVICE how “TRAPINEX’ can help with your packaging, able throughout the U.K 
Ihe services of the dvertising, and general industrial marking problems. INTERESTING OFFER 
TPRAPINEX Research Lab 7 : 

oratory, Designers. and Plan- There is a very interest- 
. By > . . . ‘ -} 
ners, are at the disposal of P.S. The industrial uses of ‘TRAPINEX’ are limitless, ing little booklet, which 
i all dd tential users of so why not consult us’ Very little is impossible—it just is yours for the asking 
# the “FRAPINEX’ method takes a little longer dealing with the many uses 
: of ‘TRAPINEX. We 
Trapinex (Regd) Paint Transfers are fully patented and manufactured only by should be pleased to send 
TRAPINE X LTD, 100 COMMERCE HOUSE, HIGH RD, LONDON, N.22 “Saisie copy = to help 
TRANSFER MANUFACTURERS AND DIRECT PROCESS PRINTERS eee to ~ Dest “4 out 
ability, 1 ‘ x your 

Phone : Bowes Park 6811/3 Grams : Trapinex, Wood, London Cables: Trapinex, London ess ne me oe es 


marking problems 
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NEW BOOKS REVIEWED 


U.S. Trio On 


. . 
Copywriting 
Advertising Copywriting, by Philip 
Ward Burton, Bowman Kreer and 
John B. Gray, Jnr. (Nicholas Kaye, 35s.). 
The authors of this book are 
three leading American advertis- 
ing men. They have drawn on 
their varied experience to give 
the reader a many-sided approach 
to the craft of copywriting. As 
they say in their preface, the 
value of the book will be in pro- 
portion to the reader's ability to 
apply the material it provides— 
they do not claim to lay down 
any “sure-fire” formula for suc- 
cess. Although aimed primarily 
at the learner-copywriter, this 
book will also be valuable to the 
more experienced man as a 
“refresher.” or for the light it 
throws on certain aspects of his 
job with which he may have had 

only limited contact. 

It is a big book—483 pages, 

generously illustrated—and its 
eighteen chapters deal exhaus- 
tively with every facet of adver- 
tising as it affects the copywriter. 
Chapter headings include 
“Fashion Copy,” “Mail-Order 
Selling.” “Direct-Mail Advertis- 
ing.” “Outdoor Advertising” and 
“Copy Research”; and there is a 
special chapter on British Adver- 
tising Law and Regulations by 
C. Anstice Brown. It also contains 
a supplement on radio advertis- 
ing. 
The fact that this book was 
written by Americans for Ameri- 
cans need not limit its appeal on 
this side of the Atlantic. Most 
of the advice it gives will prove 
as useful to the British copy- 
writer as to his counterpart in the 
States. A possible exception is 
the description, in the chapter on 
“Copy Research,” of the use of 
the “electropsychograph,” an in- 
strument employed in America 
for measuring the interest 
aroused in the reader by adver- 
tisements—a _ refinement so far 
denied to the British research 
man!—R.P.H. 


All About Silk 


. 
Screening 

Screen Process Printing 1951. Edited 
by F. W. Mackenzie (Skinner & Wilkin- 
son, 6 Gloucester Court, Headstone 
Drive, Wealdstone, Middlesex, 12s. 6d.) 

It was high time that such a 
book as this was published. The 
silk screen process, from being a 
slow and rather cumbersome 
method of reproduction, often 
regarded as a cheap substitute for 
letterpress or litho, has evolved 
into an admirable (and mechan- 
ised) printing method for many 
different types of work. The 
demand for information about it 
has grown enormously—and here 
is a book to satisfy that demand. 

Screen Process Printing 1951 
is not a textbook. It is much 
more than that. As the publishers 


say in their foreword, they set 
out to produce a book which 
“explored the potentialities of silk 
screen printing from every angle.” 

Explore it does, and to some 
purpose, There is something here 
for all who get their living in the 
world of print. 

Are you a print buyer? Then 
turn to page 12 and read, in “A 
Print Buyer's Viewpoint,” for 
what types of job the expert 
buyer on behalf of advertiser or 
agent would choose silk screen in 
preference to other methods. 

Are you an artist? 
will find of special interest the 
chapter on “Serigraphy,” or the 
production of silk screen prints 
possessing “all the fire and crea- 
tive energy of the artist.” 

Are you a store publicity man, 
a letterpress printer, an ink manu- 
facturer, an advertiser, a wall- 
Paper or textile manufacturer, an 
advertising agent? If you are any 
of these. this book should be on 
your office bookshelf. 

To amplify the text, and show 
what the process can do, the pub- 
lishers have included a number of 
illustrations in the form of insets, 
some in colour. One of these 
demonstrates the beautiful results 
which can be achieved when two 
(or even more) colours are 
“blended” in delicate gradation. 

As would be expected of one 
of Mr. Mackenzie’s eminence 
in the world of screen printing, 
the book is expertly edited to 
provide new and stimulating in- 
formation. He has rounded it 
off with a selection of British and 
American Press references to the 
process.—D.H. 


IN BRIEF 
First Steps In A.A. Gunnery, 
by Capt. B. D. Copland (Gale and 
Polden, 3s. 6d.), suggests a novel 
approach to “one of the most ab- 


sorbing branches of gunnery.” | 


The author, who is a research ex- 
pert with London Press Exchange 
and a regular contributor to 
ADVERTISER'S WEEKLY, has ap” 
plied the advertising technique to 
his military subject with marked 
success. 


British Motor Cars, 1950/51, 


by A. H. Lukins (George Ronald, | 


7s. 6d.) describes and illustrates 
the British makes in a way to 
appeal to all who own cars and 
to the frustrated millions who 
would like to. Raymond Mays 
contributes the foreword. The 
book has been attractively pro- 


duced by K.L.M. Publicity 
Services, Reading. 
Motor Cycle Cavalcade, vy | 


“Ixion” of the Motor Cycle (lliffe 


& Sons Ltd., 10s. 6d.) tells the | 


story of motor cycling, since its 
beginning in the nineties, as a 
complete and continuous narra- 
tive. It is racily written, and will 
be devoured by all who have 
tasted the joys of this, the most 
exciting form of transport. 
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Me 


Then you 


We are not averse to burning the midnight 


oil, 


When needs must, we can put on a 


sprint with the best. But we're real sticklers 


for the finer details of reproduction; we use 


up-to-date equipment, modern methods and 


a cheerful, skilful staff to check accuracy to 


the Nth degree. That requires time and 


patience. We welcome you any way. Consult 


us in good time and we welcome you with 


open arms ! 


CHARLES 


27 CHANCERY LANE 
LONDON, W.C.2 


TELEPHONE 
HOLBORN 2882 


~& READ 


LIMITED 


Printers by photo * litho ~ offset 
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ADVENT in Scotland of 
Watson-Brown Advertising 
Ltd., and the consequent dis- 
appearance of C. P. Watson 
Publicity and R. G. Brown Ad- 
vertising, brings to the fore one 
of Scotland’s most reticent agents 

D. Lindsay Young, who for 
the past 25 years has been pro- 
prietor of the former agency. He 
joined it as manager in 1924, 
having previously operated his 
own agency in Glasgow. He has 
the distinction of having been 
one of the two first Scottish 
agents to pass the Institute of 
Incorporated Practitioners in Ad- 
vertising examinations—held on 
that occasion in the offices of 
D. C. Cuthbertson. 

Lindsay Young is a founder 
member of the Publicity Club ot 
Glasgow. He also captained the 


Golf Circle, having been for 
many years a_ low-handicap 
player Nowadays, he finds 
recreation in angling, and has 


gained extensive knowledge of 
the North and West of Scotland 
fishing waters. 

The Chas. P. Watson agency 


IMainly Personal— 


By CONTACT 


has been long associated with ex- 
hibition work. They were agents 
for the great International Exhi- 
bitions of 1888 and 1901 and the 
link was continued in 1949 when 


“they produced the official cata- 


logue for the highly-successful 
Scottish Industries Exhibition. 
Lindsay Young has in his pos- 
session a replica of the morocco- 
bound copy presented to the 
Queen when she performed the 
opening ceremony. 


* * * 


CO-DIRECTOR in the new com- 
pany is J. T. Jack who, in his 
early thirties, is perhaps the 
youngest agency director in Scot- 
land. His first introduction to 
newspaper business was by way 
of the editorial side of the Glas- 
gow Herald, his father, the late 
R. H. Jack, being at that time in 
control of R. G. Brown Advertis- 
ing. 

Paterna] influence duly showed 
itself, however, and, on his return 
from the Army in 1946, Jimmy 
took over the business.- his father 
having died in 1942. Claimed as 
the only D.A.A. and A.1.P.A,. in 


trong... — 


Pressure proofed ly patented process 


and tested at every stage. 


Only proven 


leads go into Venus Drawing Pencils 


MOOTH... 


A patented colloidal process removes 
all grit and impurities—they must 
be smooth 


CCURAIIE... 


Accurate through and cthrough—graded 
and tested by experts, Venus Drawing 
Pencils make the right mark every time 


SN 


THE PENCIL WITH 
THE CRACKLE FINISH 


Perfect PENCILS 


THE VENUS PENCIL CO LIMITED 


LOWER CLAPTON ROAD 


LONDON. £5 


J. R. Howell | ie A 


Scotland, he has been secretary of 
the Publicity Club of Glasgow 
since 1949. Like Lindsay Young, 
he has served for a term as educa- 
tron convener. 


* * * 


“WHAT'S IN a name? That 
which we call a ‘doughnut,’ by 
any other spelling would taste as 
sweet,” is what Shakespeare 
might have written if he had 
been a copywriter for Mather & 
Crowther. As agents for the 
British Doughnut Company, 
they inform me that the “donut,” 
the American-style product with 
a hole in the middle, is on its way 
to becoming an established article 
of diet here. 

To achieve this object, B.D.C. 
have appointed a new sales direc- 
tor, with a remarkable record. 
35-year-old J. F. Bermond—who 
will talk donuts till dawn—was 
advertising manager at the age of 
17 (!) to a firm of paint and glass 
manufacturers. 

For the next two years he 
changed jobs twenty times. He 
hawked a permanent-waving 
machine from door to door and 
was thrown out of the coloured 
section of Brooklyn, where kinky 
hair is not very passionately 
coveted! An agency hired him 
next to work on a proprietary 
coffee; two days later they lost 
the account. Again without a 
job, Jack slept in Central Park, 
though, I am assured, “his pockets 
were stuffed with his father’s 
cheques. which pride forbade him 
to cash.” 

In 1935 he joined Jacques 
Kreisler, jewellers, starting »y 
sweeping the floors and later be- 
coming vice-president in charge 
of sales and advertising. 

During the war he spent three 
years in England running the 
Quarter-Master’s Supply Division 
for the United Kingdom base. 
U.S. Army and winning the 
bronze star for his services. 


* * * 


J. R. HOWELL had had no ad- 
vertising experience before going 
as a trainee to Beatties five 
months ago. I imagine that his 
literary and journalistic activities 
at the University and in the Army 
must have played an important 
part in getting him the advertis- 
ing managership of this big 
Wolverhampton store while still 
only 30. 

Howell graduated (English 
honours) at Birmingham, where 
he edited the University news- 
paper Guild News. Called up, he 
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Jack D. Lindsay Young 


was commissioned in the South 
Staffs, serving in Italy, Palestine, 
and Egypt. By 1946 he was a 
major, G.H.Q., Cairo, in charge 
of Army Education publications 
and editing and devising current 
affairs pamphlets, Middle East 
Pictorial Review, wall sheets, 
and so forth. On “demob,” he 
taught English at a Walsall 
high school, before going to 
Beatties. 

His principal outside interest is 
the Territorials; he is a captain, 
Sth Bn. South Staffs. 


* * * 


IT HAS taken a British woman 
to do the apparently impossible 
—produce a pioneer investigation 
into an American industry which 
that industry has adopted as a 
basic training textbook. Miss 
Margaret L. Disher is this won- 
der-worker. Her American Fac- 
tory Production of Women's 
Clothing has been adopted as a 
textbook by the Training Institute 
of the powerful International 
Ladies’ Garment Workers’ Union, 
which has more than 380,000 
members in the U.S.A. and 
Canada. 

To-day Miss Disher serves on 
two committees of the British 
Standards Institute and on the 
main council and a sub-commit- 
tee of the Clothing Institute. 
While practising as a designer, 
she directs a group of free-lance 
designers serving a number of 
firms in Britain and overseas, and 
also directs T. & F. Services Ltd., 
which, in addition to acting as 
promotion consultants to various 
firms, organises fashion parades 
and exhibitions. She was respon- 
sible for taking the British col- 
lection of haute couture to the 
first and second International 
Festivals of Fashion in Venice. 


WEEKS WISECRACK 


“A rise in salary? Con- 
sidering the client’s wife 
rewrites all your copy 

you’re lucky to be here 

at all,” 
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FEW 


HARPERS 
WINE & SPIRIT 


HARPERS 


London, E.C.3 


ROYAL 3838 


WORDS 


ARE NEEDED TO 
BOOST HARPERS 


TRADE 


PUBLICATIONS 


THEY SPEAK FOR 
THEMSELVES 


GAZETTE 


SPORTS & GAMES 


COAL & COLLIERY 
DIGEST 


for full particulars apply to : 


HARPER & CO. 
8 Lloyds Avenue, 


299 


Hampshire Telegraph 
and Post 
Chichester Observer 
Series 


Full Particulars from : 
London Office, 

, 85, FLEET STREET, E.C.4. 
Telephone : CENtral 2845 


The Field covers 


the country .. . 


Advertisements with “ country” appeal thrive in 


“*The Field.” They go before a very receptive 
audience, because every reader of “ The Field” 
; is deeply interested in the rural affairs and 
E. pursuits covered by this country newspaper. 
It is a wide and growing readership, too; 
‘* The Field” goes to all parts of the country and its circulation 
has increased by 100% since the war. ‘The Field” is the 
most profitable place in which to deliver your message. 


’ 


ADVERTISEMENT MANAGER: A. NELSON ALLEN, 


8 Stratton Street, London, W.1 


7, THE FIELD 


The Country Newspaper 


* Telephone: Grosvenor 3592 
MEMBER OF THE A.B.C. 


ADVERTISER'S WEEKLY 


A 
Complete 


DIRECT 


MAIL 


SERVICE 


for 


Advertisers 


IF 
IF 


IF 
IF 


IF 


SIMMONDS 


(POSTAL PUBLICITY) LTD 


and their 
Agents 


your campaign is directed 
to the general public 


you wish to approach 
selected groups of 
consumers 


you want to contact any 
particular trade group 


you must mail to any or 
several kinds of industrial 
concerns 


you need any or all of the 
services connected with 
direct mail at home or 
abroad (Facsimile letters, 
acdressing, enclosing and 
mailing etc., offset-litho 
printing) 


YOU WILL NEED 


82-84 PECKHAM RYE © 
LONDON SEI5 


Telephone : NEW CROSS 5541 


Together with our associate company 


SIMMONDS PRINTERS LTD 
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THAT directors of British and 
International Addressing Ltd. 
were hosts to the staff at a dinner 
at the Trocadero Restaurant last 
week. G. Spencer Summers, 
M.P., chairman, presided, and a 
toast to the staff was proposed 
by Dr. J. S. Netter, managing 
director. 

* * * 
THAT the “Portrait Gallery” in 
this week’s Sunday Times was de- 
voted to Sir Miles Thomas, pre- 
sident of the Advertising Associa- 
tion. 

* * 

THAT three trade associations 
are participating in the British 
Machine Tool Section of the 
1951 Canadian International 
Trade Fair. More than 30,000 
square feet of stand space have 
been booked. 

* * * 
THAT glasses of milk are served 
daily to the staff of a London 
agency as a precaution against 
“flu. , 

* ” * 
THAT Richard Gore, assistant 
publicity manager for General 
Film Distributors, has been visit- 
ing Belfast and Dublin; and 

* * * 


THAT another film publicist who 
has just returned to London after 
a Dublin visit is Aubrey Bustin, 
exploitation manager for R.K.O.- 
Radio Pictures. 
* ~ ~~ 

THAT the Ministry of Town and 
Country Planning has endorsed 
Manchester Corporation's refusal 
to allow gable end and flank wall 
advertising on 11 main road sites. 


Enamelled tray, beer mats and 
beer bottle labels designed by 
Milner Gray of the Design 
Research Unit. The cock motif 
is being repeated on both decora- 
tive and utilitarian objects to 
make the sign synonymous with 
the name of Courage. The adver- 
tising campaign to support this 
scheme of house identification is 
handled by C. D. Notley Adver- 
tising Ltd 


ey 


300 


A Milor Display craftsman at work on a giant model of a 1951 penny 

destined for the Oxo stand at the “Daily Mail” Ideal Home Exhibition. 

It will tie up with the latest Oxo Press campaign “You can go shopping 
with a penny.” 


THAT Tom O'Gorman, public 

relations officer of the Irish 

Tourist Board, who recently 

returned from an American tour, 

is currently on the sick list; and 
~ * ~ 


THAT another Irish publicity 
man, Major. Eamonn Rooney, 
publicity manager of Aer Lingus, 
is another {of Dublin's many 
influenza casualties. Both are 
expected to be around again this 
week. 


~ * 
THAT there is little chance of an 
“Eat More Fish” campaign, 


which has been in the planning 
stage for the last couple of years, 
being launched while the Sea 
Fish Industry Bill is going 
through Parliament. 
*~ * * 
THAT “Pay as You Burn” is 
suggested as a slogan for hire 
purchase gas appliances in Emgas, 
magazine of the East Midlands 
Gas Board. 
* - * 
THAT the American Dairy As- 
sociation is planning an intensi- 
fied advertising campaign with a 
budget for 1951 of $1,774,000. 
* * * 


THAT eight Glasgow - stores, 
stocking Vactric appliances, 
co-operated in a “Jackpot quiz” 
organised by the Odeon cinema, 
Renfield Street, Glasgow, to tie- 
up with the film “The Jackpot.” 


THAT the annual meeting of 
“Old Ben” will now take place 
at the Memorial Hall Buildings, 
E.C.4, on Tuesday, March 13, at 
4.30 p.m. 
~ ~ * 
THAT a review of commercial 


conditions in Japan has_ been 
published by H.M. Stationery 
ffice. 

* om 


THAT Glasgow Corporation, 
refusing an application by the 
Ministry of Works to use the 
Palace of Art in Bellahouston 
Park for a building exhibition in 
1952, say the Palace is to 
utilised, after the Festival, as a 
social centre. 


ADVERTISEMENT 
BLOCKS 
We have a number of 
advertisement blocks used 
in ADVERTISER’S WEEKLY 
prior to January 1, 1950. 
Will ' advertisers please 
advise us if they wish these 
to be returned as otherwise 
they will be scrapped on 
February 22. 
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THAT entries for the Advertis- 
ing Association examinations this 
year close on March 1, 1951. The 
examinations will take place 
May 8-11. 

* * * 
THAT at the annual meeting of 
the Farming and Poultry Adver- 
tisement Control Board, S. F. 
Forton (Dairy Farmer) and L. T. 
Ellis (Poultry Farmer) were 
elected chairman and vice-chair- 
man respectively for 1951. F. R. 
Broom (Poultry) was re- 
elected honorary secretary and 
treasurer. 

* * * 
THAT six people connected with 
the Irish stage and radio received 
awards presented by the Times 
Pictorial (Dublin) at a luncheon 
at the Dolphin Hotel, Dublin. 

* * * 
THAT a British Council Exhi- 
bition consisting of more than 
2,000 recently published British 
books, an exhibit illustrating the 
story of “The Times” new roman 
typeface, has opened in Oslo. 


* * *” 
THAT following information laid 
by the Retail-Trading Standards 
Association, a Northampton firm 
used a display advertisement in a 
local paper to apologise for in- 
accurately advertising women’s 
pyjamas, knickers, briefs, as 
“silk,” when they were made 
entirely of rayon. 


ADVERTISING 
DIARY 


Monday, February 19. 
Pusticity CLus Or LONDON meet- 
ing. Waldorf, 6.15 pm 
Pusticity CLUB OF SHEFFIELD. 
Mock trial. Grand Hotel, 7.30 p.m. 
Pusticity CLUB OF ABERDEEN 
luncheon. Speaker from Alex 
Pire & Sons Ltd.. on “Paper- 


al and visit to Stoneywood 
i 
Tuesday, Fe 

INCORPORATED ADVERTISING 


MANAGERS’ ASSOCIATION. Members 
night. Subject: “Technical Adver- 
tising."” Waldorf 

inesday, February 21. 
ADVERTISING 


REGENT Cus. 
Ashicy Havinden on ‘“Develop- 
ments in Art Technique.” Royal 


Society of Arts, John Adam Street. 
Pusticity Cius oF Leeps. Little 
journey to J. & McLaren Lid. 
ur ° 5 
Pusticity Cius oF Lonpon. Little 
journey to the Salvation Army 
2 pm 


Pusticiry Cius or Leeps tun- 
cheon meeting. Speaker: Lt.-Col. 
Bernard H. Wood 

Friday, February 23. 

MANCHESTER PuBLICITY Assocta- 

TION Ladies’ evening. Dinner-dance 


Pusticiry Assocta- 
TION. Joe Illingsworth on ““What 
a silly way to carn a living.” 
County Restaurant 

bruary 


vy. e e 

Pusticiry Cius oF Lonpon. Eric 
Fosdike on “The life and hard times 
of a_ visualiser.." Aldwych Club 
6 p.m 

Wednesday, February 28. 

ADVERTISING CLUB OF OXFORD 
Warren J. Seymour on_ “Pictures 
Pay.”” Agricola Restaurant, 
6.30 p.m. 


{ABC _ 
member 


BRISTOL EVENING POST : Silver St, Bristol 1 : 80 Fleet St., London, E.C.4 
THE LARGEST CIRCULATION IN THE WEST 


My famiiy acquaintances are in excess of 135,000 each day and include industrialists and agricul- 
turalists of all wage groups; let me send you complete marketing data of this prosperous area: 
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CURRENT ADVERTISING 


Mather &' Crowther Will 
Publicise Father’s Day 


NEW ACCOUNTS 


To Mather & Crowther Ltd.: 
Father's Day Association. Various 
promotional activities are to be 
organised to make the public 
aware that Father's Day will be 
celebrated on the third Sunday 
in June (June 17). 

To Auger & Turner Ltd., John 
R. Jones Ltd., a new depart- 


mental _ store. Campaign in 
national Press.——Helena Smith 
Fashion Service. Campaign in 
nationals and women’s maga- 
zines. 

To White Advertising (Bir- 
mingham): E. O. Shanks & Sons 


Ltd., makers of “Galeproof” win- 
dows and outdoor furniture. 
Nationals and Provincials, class 
magazines and trade Press. 


New Hercules 
Cycle 
Hercules Cycle and Motor 
Co. Ltd. have introduced a new 
cycle specially designed for 
young club cyclists — the 
Martin Lightweight sports 
cycle. National dailies, London 
evenings, cycling magazines 
and trade Press are being used. 
Agents: Reid, Walker Adver- 
tising Ltd. 


To Pickersgill Publicity Ser- 
Vice (Leeds): Cleethorpes cor- 
poration, nationals and provin- 
cials. Isaac Naylor & Sons Ltd., 
wool merchants, in trade Press. 
G. L. Murphy, engineers and 
leather machinery, in trade Press. 
B. & J. Wright Ltd., engineers, 
trade Press. 

To John Benington Ltd.: Dia- 
scopic Films Ltd., manufacturers 
of educational film strips. 

To Douglass & Co., Ltd. (Liver- 
pool): R. W. Barraclough Ltd., 
manufacturers of packing and 
wrapping machinery in technical 
journals. 


ACCOUNTS MOVING 


To White Advertising (Bir. 
mingham), Avon Manufacturing 
(Warwick) Ltd., manufacturers of 
builder's ironmongery and mild 
steel pressings, in trade Press. 


ACCOUNTS RELINQUISHED 


John Halifax Ltd. (Leicester). 
will relinquish the account of 
Partridge, Wilson & Co., Ltd., as 
from February 28. 


NEW_CAMPAIGNS 


For Player's Bachelor tipped 
cigarettes. First advertising for 
this product took the form of a 
11 in. x 4 in. svace in last Friday's 
Daily Mirror. Agents: Erwin, 
Wasey & Co., Ltd 

For the Territorial Army in 
London evenings and locals in 


the metropolitan area. Agents: 
London Press Exchange Ltd. — 

For House & Garden magazine 
in national and provincial Press. 
Posters on London underground 
and suburban stations and 
double crown posters and show- 
cards for newsagents. Agents: 
Colman, Prentis & Varley Ltd. 

For Harvest Help campaign in 
Scottish papers. Agents: W. H. 
Emmett (Scotland) Ltd. 

For Macdonald's Glengarry 
biscuits in national and provin- 
cial Press. Agents: Colman, 
Prentis & Varley Ltd. 

For the British Furnishing & 
Allied Trades Exhibition in 
London evenings and suburban 
papers. For Scholl Foot Com- 
fort Service in nationals, provin- 
cials and periodicals. Agents: 
Spottiswoode, Dixon & Hunting 

td 


For Ever Ready torches. Ad- 
vertisements stressing the need for 
having torches available during 
power cuts are appearing in 
general interest magazines (Pic- 
ture Post, Everybody's) and 


trade Press. Agents: Era Pub- 
licity Ltd. ; 
For Gandy Ltd., campaign in 


Merseyside area. Agents: Doug- 
lass & Co., Ltd. (Liverpool). 
For Robrex, increased appro- 
priation. Spaces in nationals in- 
creased from 4 in. to 6 in. double 


column, womens journals _ in- 
creased to half-pages. Radio 
Times, % pages. Agents: 


Everetts Advertising Ltd. 

For the Pyrene Co., Ltd. 
Leading nationals and Sundays 
for the Pyréne Fire Extinguisher 
Hire Maintenance Plan. For 
various types of specialised Fire 
Fighting Equipment journals will 
be used covering motoring, air- 
craft, petroleum, architecture, 
shipping, fire and cinemas. The 
campaign will run until] Decem- 
ber. Agents: Nelson Advertising 
Service Ltd. 

For Rufflette brand curtain 
tape, hooks and rings and cord 
controlled runways, made by 
Thomas French & Sons Ltd. 
Spring campaign opens March 71 
in nationals. Other media to be 
used includes Housewife, Ideal 
Home, Woman & Home, Britan- 
nia & Eve, House and Garden, 
Woman's Journal, My Home, 
Lady, and trade Press. There 
will also be a window display 
for the retail furnishing trade 
organised by Furnishing and 
Rufflette film strips and dealer 
aid material. Agents: Winter 
Thomas Co., Ltd. 

For Broadcast toilet 
“large space Press 
ments” and trade Press. 
R. S. Caplin Ltd, 

For Gumption smooth paste 
cleaner in national dailies and 
Sundays, London evenings, pro- 
vincials, Radio Times, Punch, 


soap, 
advertise- 
Agents: 


vw 
New use for a Valentine—as a 
piece of anonymous sales pro- 


motion. Norman Davis Ltd. pro- 
duced this idea—and the card— 
for their clients, Percy Trilnick 
Ltd., London wholesale fashion 
house. Clue for those in the 
trade is the white carnation. 
Percy Trilnick always wears one. 


She Remembers 
Esso 


Esso advertising in the 
nationals on Tuesday was keyed 
to a Valentine Day theme. Below 
a drawing of a girl holding an 
armful of valentines was the 
caption: 

“I'm a girl who enjoys 
Knowing plenty of boys. 
So my diary is full, you 
can bet 
Though I muddle the names 
Of some of my flames, 
There's one thing I never 
forget. ... 
It pays to say Esso.” 

Agents for Esso are McCann- 

Erickson Advertising Ltd. 


Motor Maintenance 
Campaign 

A series of four advertisements 
sent to members for insertion in 
local papers will be the spear- 
head of a maintenance campaign 
which has been initiated by the 
Society of Motor Manufacturers 
and Traders. 

The campaign will urge all car 
owners and operators of goods 
vehicles to take advantage of the 
facilities provided by the repair 
side of the industry. Editorial 
“shots” have also been prepared. 


Reveille, Woman, Woman's Own, 
Ideal Home, Weldon's Ladies 
Journal, Homes & Gardens, Good 
Housekeeping, Hou: ewife, Every- 
woman, The Lady, and Woman's 


Journal. Agents: R. S. Capl 
OVERSEAS_CAMPAIGNS 


For Electrolux silent refrigera- 
tors, Press and cinema advertis- 
ing in Belgian Congo, Senegal, 
French Guinea, Ivory, Dahomey, 


French Cameroons, French 
Equitorial Africa, Tanganyika, 
Uganda, and ey 


Export Advertising Serv 


ADVERTISER'S WEEKLY 


Recently published 
* 
Modern 
Lettering 


and Layout 
By CECIL WADE 


This is not a book of al- 
phabets for copying pur- 
poses, but one written in 
an endeavour to show the 
approach to the design of 
lettering used in present- 
day commercial art. Chap- 
ters are included on ail 
normal styles of lettering, 
on layout, methods of re- 
production, and other 
aspects. The fina] chapter 
in the book consists of an 
alphabetical list of artists’ 
materials, with many valu- 
able hints and observations 
oneach. Written by one of 
the foremost lettering 
artists of our day, this 
book will prove invaluable 
to all students of lettering 
and design generally. 
Price: 20s. net. 


Pitman 
Parker St., Kingsway, London, W.C.2 


ae 
ice Ltd. 


FOR OIL COLOURS 
WATER COLOURS 
POSTER COLOURS 


GEORGE ROWNEY & CO LTD 
10 PERCY STREET * LONDON * W 
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ADVERTISER'S WEEKLY 


Srlingske 
Tidende 


Exclusively represented by 


JOSHUA B. POWERS LTD. 


14 Cockspur Street, London, S.W.1 


FOR 
WEEKLIES 


AND 


MONTHLIES 


consult 


G. F. TOMKIN LTD 


| a 


Day and Night 
PRINTERS 
501/5 Grove Green Road 
LONDON, E.!! Tel. LEY 1164/5 


Ana drome. 


97 SHIRLEY ROAD. CROYOON 
ADODISCOMBE 3147-6 


HIGHEST GRADE SPEEDY SERVICE 
CLEAN © SHARP RY EXPRESS 
CRAFTSMANSHIP DELIVERY 


SILK SCREEN ARTS Lt 


DAYLIGHT GLOWING POSTERS 


EXHIBITION STANDS AND 
DISPLAYS OF QUALITY 


T. ROBINSON 

STUDIOS, LIMITED 

72a Plough Rd., Battersea, S.W.II 
Tel. Nos. Battersea 5300 & 4886 


ENT ANU sence semnecsinetle te 


ROTAPRINT & MULTILITH USERS 
We offer you a speedy Photo-Litho service 
to none.... Our speed is 


that is second 
your asset. 
for QUALITY ond RELIABILITY 
"Phone Shoreditch 3942 


VARILITH SERVICES LIMITED 
3 Academy Buildings, Fanshaw Street, N.! | 


EALING 3362 
» 4644 


SCREEN PRINTING 


RENART 
STUDIO LTD 


Again Available 
MARQUE | otposée 


COLOURS guaranteed for 20 
years by the makers :— 


Soc. Anon. 
EMAILLERIE ALSACIENNE 
STRASBOURG (FRANCE) 


Advertisers’ own designs 
faithfully reproduced, or orig- 
inal schemes submitted. 
These HIGH-CLASS VITRE- 
OUS ENAMELLED IRON 
PLAQUES for OUTDOOR 
PUBLICITY are once more in 
good supply, and reasonable 
delivery can be undertaken. 
Sample Plaques willingly 
executed against bona fide 
enquiries. 

Visits to factory welcomed. 


Soc. Anon. 
EMAILLERIE ALSACIENNE 
STRASBOURG (FRANCE) 


120 Albany St. Phone: 
London, N.W.1 Euston 3688 


VARITYPER SETTING 
new COMPOSING 
MACHINE 


also foreign languages, 
technical, mathematical, 
layout, printing. Quick 
delivery by 


ROLLPRINT, 


199, High Holborn, 
Tel: Hol. 6042. 


SILK SCREEN 
PRINTING 
2S YEARS EXPERIENCE 


AT YOUR SERVICE 


CLARKE BROS 
26 THE GREEN, TWICKENHAM 
Phone : POPESGROVE 502! 
Established nearly 40 years 


Gi ts? 
ants: 
. you will like our new illustrated 


folder about giant Photographic en- 
largements. Ask for your copy: 


Autotype, Brownlow Rd., W.13. Ealing 2691 3 
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PUBLICATIONS NEWS AND NOTES 


The Coventry Evening Tele- 
graph became 60 years old with 
the February 9 issue. Lord Iliffe, 
in a double-column article, re- 
calls the folinding of the paper 
as the Midland Daily Telegraph 
by his father, Mr. W. I. Iliffe. 
The Mayor of Coventry has sent 
a goodwill message and the edi- 
torial staff contributed a lively 
page, in news style, on events in 
the paper's history, 

- * al 

John Bull has secured exclusive 
serial rights of “Festival at 
Farbridge’—J. B. Priestley’s new 
novel in the manner of “The 
Good Companions.” Publication 
starts on March 10. 

* * - 

Full-colour pictures of Princess 
Elizabeth, the Duke of Edinburgh 
and their two children, will form 
the cover of Mlustrated, issue 
dated February 17. This is the 
first of three “royal” issues. 

. * 7 


With a circulation of 23,339 
copies weekly for the period July- 
December 1950 Farming News 
& North British Agriculturist 
claims to be the first Scottish 
farm journal to quote A.B.C. 
figures. 

. * * 

A Daily Mail Ideal 
Exhibition House 
will be published in March, price 
2s. Plans, elevations and des- 
criptions will be given of houses 
erected at the 1950 and the 1951 
exhibitions, including the 
Women's Institute House, one of 
the big features of this year’s 
“Ideal Village.” The book will 
be of 44 pages, 10 in. x 8 in., with 
a two or ounet. 


Home 
Book 


7 
Commencing with the Feb- 
ruary 23 issue Flight will be 
printed flat-bed instead of rotary 
letterpress. Super-Cotine instead 
of mechanical paper will be used 


taking 100 block screen with 120 
for colour. There will be no 
change in type area. Publication 
day will be Friday instead of 
Thursday. 
* ~ a 

“Local coverage all over the 
world through one magazine” is 
the theme of a new promotion 
booklet issued by the Reader’s 
Digest international editions. 
Territorial breakdowns of the 
15 million-plus circulation are 
given 4 each edition. 


The 1951 edition of the Daily 
Mail Racing Guide will be pub- 
lished in March. Priced at Is. it 
has 128 pp. 74 in. x 5 in. with 
two-colour cover. 

* ~ * 

Link House are publishing a 
new journal for yachting and 
small boat enthusiasts on March 
22 under the title of Light Craft. 
It will be a monthly, costing 
ls. 6d. The magazine will be 
aimed at all who build small 
boats, including dinghies, canoes 
and outbound queetoenm. 


Home-making, the new Kems- 
ley quarterly, is on sale to-day. 
Advance orders for the magazine 
necessitated a reprint eight days 
before publication. 

* 7 * 

Edited hy Leonard Russell. the 
Sunday Times Travel and Holi- 
day Guide will be on sale on 
March 1 at 10s. each volume. 
There are European and British 
Isles’ editions. 

+. 7 

Publication of Sporting Record 
Racing Annval, 1951, is an- 
nounced by Country & Sporting 
Publications Ltd. Cover of the 
annual, in full colour, shows 
Edgar Britt. The annual. to sell 
at 3s., is edited by Geoffrey 
Gilbey. 


Legal and Gazette 


COMMISSION CASE MAY GO 
10 THE LORDS 


By a majority, the Court of Appeal 
last week allowed the appeal of William 
Edward Sellers emp.oyed to sell adver- 
using space for London Counties News- 
papers, of Tottenham Lane, N.8, from 
the judgment of Judge Leon, at 
Clerkenwell County Court. The judge 
had dismissed his claim for am account 
Of commission on orders obtained by 
him before he left the firm's employ, but 
not executed, that is not inserted in the 
newspapers, until after he had left. 

Lord Justice Singleton said the vital 
issue was whether Me. Sellers was 
entitled to the fruits of the work he 
had done before he was dismissed, at 
a week's notice, but whch did not 
fructify until his notice had . 
His Lordship said his view was that the 
respondem firm could not, by termin- 


ating Mr. Sellers’ employment, deprive 
him of commission he had already 
earned. Pointing out that no claim was 


made for commission on repeat orders, 
His Lordship did not see that any dis- 
tinction could be drawn between orders 
fer insertions for periods of 12 months, 
one month or a week. In each case the 
insertions would be the direct result 
of orders obtained by Mr. Sel'ers, and 
executed by the respondent firm with 
the knowledge that commission was 
payable. 

Mr. Sellers was entitled to an account 


during his 
y after he had 
He was also entitled to damages 
for breach of contract on the footing 
that he was entit'ed to a month’s notice. 

Lord Justice Birkett agreed. 

The Master of the Rolls (Sic Raymond 
Evershed) dissented. Mr. Se'lers was a 
whole-time employee, and H's Lordship 
thought that remuneration was payable 
to him only during such time as he 
rendered scrvices to his employers. It 
was possib'e that advertisements 
obtained by him would run for a long 
time after he left, and, if he was right, 

would be entitled to commission on 


of commigion  carned 
pi and 
left. 


Such a result was un'ikely to be 
embodied in any ordinary con‘ract of 
employment. and it was contrary to 
good sense that commission should be 
continued to be payab'e to Mr. Sellers 
after the end of his employment. 

The appeal was allowed with costs. 

mages f each of contract were 
agreed at £20. 

Leave was given to the respondents 
to appeal to the House of Lords, they 
undertaking not to ask for costs there. 
and not to disturb the Appeal Court's 
order as to costs. 


MEETING OF CREDITORS 


Campsett, Georce anp Co. Lrp., 141. 
Moorgate, London. E.C.2, advertising 
agents. First meeting of ‘ors 
February 15, at Inveresk House, 346, 
, London, W.C.2. 
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Since 1927 BUSINESS has con- 
scientiously fulfilled through these 
years a service to commerce and 
industry. 

To-day there are more than 12,500 
commercial concerns who annually 
subscribe, and within whose premises 
BUSINESS circulates from the 
Managing Director to his executives. 
For real advertising value, essential 
to industry see that BUSINESS 
is included in your list of media. 
Write for specimen copy and 
brochure to :— 


The Advertisement Director 
BUSINESS 
180 FLEET STREET, LONDON, E.C.4 
Tel. : CHAncery 8844 (15 lines) 
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BUSINESS 


: The Journal of Management in Industry 
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ADVERTISER'S WEEKLY 


APPOINTMENTS VACANT 


ESTABLISHED, PROFIT - MAKING 
Lancashire weekly, gencral printing ang 
stationers wants advertsememt director. 
£1,000 shares available. No salesman- 
= exercised now: ‘everything comes 


Five figure turnover Grand 
oposite for keen man with real know- 
ledge of the trade Write 
Box 963 Ad. Weekly 180 Fleet St BC4 


VISUALISER 
WANTED 


by leading London Agency for 
large Mail Order Account. 
Applicant must have original 
ideas, and the ability to produce 
quick, slick layouts, and be able 
to do a small amount of finished 
work if required. Ideal working 
conditions, 5 day week, hours 
9.15 to 5.15, superannuation 
scheme. Write stating age, 
experience and salary required to 


Box 935 
Advertiser's Weekly, 180 Fleet St., E.C.4 


ADVERIISING 
group of Companies 
with experience of 
tion, trade paper ad 

knowledge of 


DEPARTMENT of a 
fequees a man 


working photography. 
process work and printing Apply by 
letter only, stating age, experience and 


salary required, to Advert ising Depart- 
mem, E. Pollard & ¢ t 159 St 
Joon Street 

GOOD ALL ROUND ARTIST required, 
capable of producing high-class work 
Write salary required 
Box 1077 Ad. Weekly 180 Fleet St EC4 

EXPERIENCED PHOTOGRAPHIC 
colourist oils and water colours re- 
quired by aerial photographi com- 
pany. Boreham Wood, Heras. district 


Apply 
Box 939 Ad. Weekly 180 Fleet St EC4 


ASSISTANT TO 
PRODUCTION 
MANAGER 


London Publicity Depart- 
ment of National Ad- 
vertiser requires Young 
Man (25/26) to assist Pro- 
duction Manager, and when- 
ever necessary act as his 


deputy. Competent ad- 
ministrative ability is an 
essentiai, and applicants 


should have had experience 
in the buying of artwork, 
print sales aids and other 
sales promotion material. 
He should have a sound 
knowledge of repréduction 
processes and be capable of 
assessing the merits of 
design and checking finished 
artwork. Commencing 
salary of £500 per annum 
is offered to an energetic 
young man who has these 
attributes and wishes to use 
them in a position which 
offers excellent prospects. 
Write 


Box 956 
Advertiser's Weekly, | 40 Fleet St., E.C.4 


MALE ORDER CLERK for busy City 


manufacturing sta vers and printers 
Experienced man ferred, but would 
consider young ex-s ervice man for train- 


ing if keen. Apply in own handwriting 
Box 949 Ad. Weekly 180 Fleet St EC4 


‘ ’Phone your Classifieds to CHA 8844 (Ex 23) 


CLASSIFIED ADVERTISEMENTS 


2s. 6d. per line. Display panel 3s. 
Display panel 40s. 


Additional fee of “od. is 
s 


on 26, 15% 


APPOINTMENTS VACANT 3s. per ime. 
per inch. All other classifications 3s. 6d. per line 
per inch. Minimum three lines. yy sy ee 
24 letters, ignoring space. Box number counts as one line and ts to for. 
charged for use of Box Office. Series discounts: 2 
on 52. 


APPOINTMENTS WANTED 


be paid 


All advertisements for 


> oe seven 
insertions MUST BE PREPAID. Address: “Advertiser's Weekly,” 180 Fleet Street, 


Loadoa, E.C.4. 


‘Phone: Chancery 8344. 


APPOINTMENTS VACANT 


PRINTERS LAYOUTS. 
quired in Studio for 
adapiations, ctc. Agency experience 
preterred. Crane Publicity, Ltd., 
Quality Court, W.C.2 

COMMERCIAL ARTIST 


Assistant re- 
type mark-ups, 


required, ex- 
Perience in leticring a decided advan- 
tage Apply by letter or call with 
. Hallons Advertising Serv.ce, 
Arkiey Road (Nr. St. James Street 
Station), Walthamstow. E.17 
TECHNICAL ILLUSTRATOR 
by a manufacturer of aircraft com- 
ponents in outer West London for 
production of sectioned and exploded 
line drawings. Write. stating agc, 
experience and salary required to The 
Personne! Officer. Sir George Godfrey 
& Partners Ltd., ampton Road, 
Hanworth, Middlesex 
PROCESS ENGRAVING. 
required for yee sam 8 — Knowledge 
of the trade prefer State salary 
Box 1254 Ad Weckiy. ‘a0 Fleet St EC4 


“Tequired 


Young lady 


FIRST CLASS LETTERING ARTIST 

required for leading London Studio. 

Permanent position. 5-day week. Good 

salary for the right man. Write stating 

experience, salary required, etc., to 
Box 989 

Advertiser's Weekly, 180 Fleet St., E.C.4 


JUNIOR LAYOUT-COPY-IDEAS man 
with agency experience; able to pre- 
pare clients’ roughs, and w.th a sound 
know'edge of typography. 

Box 992 Ad. Weekly 180 Fleet St EC4 
STILL LIFE AND SHOE ARTIST. 
Permanent position offered to men with 
experience of top class cata'ogue work 
Atility to use an air brush essential 
ee poeple conditions. forty-hour 

phone or call. Studio 

Meneses. Ca lton Artists Ltd.. Car'ton 


House. Gt uecen Street, W.C.2. Hol- 
born 4041 

MAN ~REOUIF TRED for” ~ busy voucher 
department of st End Advertising 
Agency Experience essential Write 
or phone Austin Knight Ltd.. 212a 
Shaftesbury _ Avenue, W.C.2. TEMpile 
Bar 7801 

ASSISTANT REQUIRED on Voucher 
Chev king Department Write stating 


salary. experience. REYNELLS, 44 

_Chancery Lane we 

PRINT AND PUBLIC =ATIONS “ASSIST. 
ANT (age 25-27), required by large 
London Company Keen young man 
with knowledge of process. print buy- 
ing and production. Post offers excel- 
lent opportunities for adv a 
Pension scheme. Salary £50 
Box 969 Ad. Weekly 180 F' saa Pst EC4 

ADVERTISING CANVASSER wanted 
for medical organisation to secure re- 
munerative advertisers for high-class 
medical journals Ge commission 
for reputable person. Apn'y. Box 217, 
4/7. Salisbury Court, Ficet Street, 
EC4 


SPACE SALESMAN reovired by pub- 
lishers (members of ABC) of growing 
Export Publications Salary, expenses 
and commission xperienced and 


bard working representatives only 
please 
Box 97R Ad. Weekly 180 Fleet St EC4 


ALBRIGHT & WILSON 
LIMITED 


require a young man to act as 
Assistant to the Publicity 
Manager. Age 21-25. Adver- 
tising experience useful but not 
essential. Location of post— 
London, W.!. Apply stating age 
and details of education, exper- 
ience and present salary to the 
Appointments Officer, Albright 
& Wilson Ltd., Chemical Manu- 
facturers, Oldbury, Birmingham. 


| 


PUBLICITY 
ASSISTANT 


for small Publicity Office of 
avery well-known Company. 
Layout - visualiser - typo- 
grapher, able to produce 
effective ‘‘roughs’’ quickly, 
subsequently the more 
finished visualised job in- 
cluding some typography. 
Work handled is mainly of 


““prestige’’ nature, the 
standard, therefore, being 
high. Superannuation 


scheme, staff canteen, etc. 
Write, giving very brief 
details in first instance, of 


experience, age, qualifi- 
cations and salary required, 
to 

Box 957 


Advertiser's Weekly, 180 Fleet St., E.C.4 


PRODUCTION MANAGER required to 
co-ordinate the production of the 


Society's posters, brochures, leaflets, 
etc Experienced in commission ng 
Poster designs, other layouts and 
finished artwork. Sound knowledge 


of reproduction processes, print a 
block-buying, typography and make-up. 
Capable of handling sale of advertise- 


ment space in the Society's publica- 
tions. Salary. £750 x £50 to £900 x £25 
to £1,000. Write. “P.M.", the Royal 


Society Bg the Prevention of Accidents, 
Termin House, 2, rosvenor 
:—F London, S.W.1 
RETOUCHER. London Studio requires 
an additional! retouching artist with good 
knowledge of technical subiects. Goc 
salary and prospects. Five day week 
Write fully, age, experience and salary 
required to 
Box 9768 Ad Weekly 180 Fleet St EC4 


AN OPPORTUNITY OCCURS 


for a young person, cither’ sex, as 
assistant to Production Manager in 
@ young Agency. 

Applicants should have had experi- 
ence in production of layouts, print 
matter, ctc., and a knowledge of 

reproduction, 
Enthusiasm, adaptability 


and ability 


to tackle ehtforward copy, are 
essential qualifications. 
Write fullest particulars and salary 


required to 


Box 988 
Advertiser's Weekly, 180 Fleet St., E.C.4 


ADVERTISING MANAGER required 
by manufacturers of well-known house- 
hold products in North of England. 
Successful applicant will work in close 
co-operation with Company's appointed 
Advertising Agents and will also be 
responsible for Window Display 
Department, working in close liaison 
with own Sales Division. This might 
be ar exce!ient opportunity for experi- 
enced assistant advertising manager or 
agency man who can show proof of 
ability, to take a step forward. Replies 
which will be treated in the strictest 
confidence. should give fullest particu- 
lars of experience see. education and 
salary expected. W 
Box 968 Ad. Week! - “Tso Fleet St EC4 
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APPOINTMENTS VACANT 


TO BIRMINGHAM ARTISTS 
NICHOLLS DORRITY 
ADVERTISING LTD. 


need another versatile artist 
with plenty of experience 
Creative ability not objected to. 
The studio staff is still small, 
so you won't be driven to 
specialisation. And there are 
plenty of opportunities with 
this rapidly growing agency. 
NICHOLLS DORRITY ADVERTISING LTD 
88 Vittoria Street, Birmingham | 
Telephone ; CENtral 8045 


FULL-TIME EXPERIENCED Space 
Sa.cesman requirec for county monthly 
with expanding cicculation. Salary and 
substantial commission On saies above 
agreed minimum. Reply stating age, 
experience and resent activitics ww 
~L.C., c/o Office Aid, Lid., il 
Goldington Road Bedford 

EXPERIENCED SALES REPRESENTA- 
TIVES cequired: must have established 


connections with Chemists,  Iron- 
mongers, Seed Shops. To __ carry 
f -— Manure 


**Fertosan,”* the 
c 


Write ‘giving full partioniian and names 
of companics a'ready cepresented. 
Fertosan_ Lid., Berrington Chambers, 
Tettenhall Road. Wolverhampton. 

LONDON COMMERCIAL STUDIO 
has a vacancy for a young man aged 
approximately 16 Position offers 
excellent prospects. Write fully stating 
age, experience and salary required to 
_ Box 998 Ad. Weekly 180 Fleet St EC4 

LARGE NATIONAL TRADE Associa- 
tion (headquarters London), 
Public Relations Officer. 
should have proved record in similar 
post. Particulars, salary required to 
Box 7657, _ Queen Victoria Street, 
London, E.C.4 

PRODUCTION.  Medium-size London 
Agency has a vacancy for a Production 
Man. Must have previous agency experi- 
ence and be capable of handling high 
class sales literature and have a firs 
class knowledge of Types and Blocks. 
Position carries good salary and is a five 


jay wee Write in confidence, giv- 
ing age experience and salary 
required to 


Box 9767 Ad. Weckly 180 Fleet St BC4 
EDITORIAL ASSISTANT required for a 
class ade magazine covering the 
watchmaking, silverware and jewellery 
industries. Permanent and progressive 
position for a journalist with previous 
experience of quality trade publishing, 
preferably with some knowledge of the 
trades concerned —— of experi- 
ence and salary required t 
Box 975 Ad. Weekly 180 Fleet St. EC4 


We want a 
LAYOUT MAN 


Who is as interested in the final 
printed appearance of his work 
as its earlier stages.. 


He would be able from “copy” 
to produce on paper, clear, lively 
and original presentations in both 
black and white and colour 
WHICH WOULD SELL. And 
though not a typographer, a 
practical knowledge of type, for 
layout would be essential 

The account is a busy one, the 
work varied and interesting. and 
the salary reasonably gencrous. 
Write. giving brief outline of 
experience and accounts worked 
on to General Manager. 


McCANN-ERICKSON 


ADVERTISING LTD. 


110 Jermyn Street, S.W.I 


ARTIST. Commercial Studio (London) 
requires a further all cound general 
artist. commencing salary £800 


annum. No Saturdays. Write in con- 
fidence. stating age and experience to 
Box 9766 Ad. Weekly 180 Fleet St EC4 
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APPOINTMENTS VACANT 


PRODUCTION MAN wanted. Salary 
according to age and experience. Write 
giving full details of experience to 
Production Director, S H. Benson, 
_lid., Kingsway Hall, W.C.2 

ADVERTISING WOMAN, about t 35, 
with knowledge of letterpress print 

_ advertising 


ccheme. | Write, stating experience and 


Box 6 os Ad. Weekly 180 Fleet St BC4 
REPRESENTATIVE wanted by oid- 
established Exhibition Contractors i 
S. London. Must be 
capable of maintaining contact 
with clients. Sound prospects in re- 
organised, expanding business awaiting 
energetic man. Write full particulars 


and salary to 
Box 995 Ad. Weckly 180 Fleet St EC4 


THOROUGHLY EXPERIENC ED, first 
printing) 


bility Very successful record. 
ange. 
Box 962 Ad. Weekly 180 Fleet St EC4 
YOUNG ARTIST, 20, good education. 
over 2 years’ art training. Desires crea- 
— —- in agency/studio. Keen to 


Seeks 


— 971 Ad. Weekly 180 Ficet St_ EC4 
“WHAT YOU WANT® and CREATIVE 
artwork from tag to poster, exhibition 
stand, _ lettering photograph and 
screened scraper, specs Rough at 
pre-war price 


ARTEA 
Box 974 Ad. Weekly 180 Fleet St EC 4 


OUTDOOR ADVERTISING. Site Nego- 
tiators required for Birmingham Area. 
State age. experience and salary 
required. 

Box 997 Ad. Weekly 180 Fleet St BC4 


EXPERIENCED 
REPRESENTATIVE 
REQUIRED 


must be capable of introducing 
new accounts. Excellent salary 


and prospects. 
WRITE; STAFF APPOINTMENTS 


NORFOLK STUDIO LTD. 


24 BRIDE LANE, FLEET STREET, E.C4 


OUTDOOR ADVERTISING. Inspector 
required by leading London Agency 
to cover territory including Lancashire, 
the North of England and Scotland 
Able to drive car and resident in the 
area preferred. tyra Stating salary 
required, experience, 

Box 980 Ad. Weekly i860 Fleet St_EC4 

BUILDING SOCIETY requires good 
all-round publicity manager, able to 
co-operate with adverusing agents and 
do some public relations work Full- 
lime permanent appointment contem- 
plated. Good post for right man— 
reside im coastal town Write fully 
Box 973 Ad. Weekly 180 Ficet St EC4 

nd Layout 

required by 

Good straight- 

forward lecttcring essential, also some 
knowledge of display an advantage 
peta Stating age, experience and salary 


ired. 
Box "97 0 Ad. Weekly 180 Fleet St BC4 
YOUNG LADY required for copy 
despatch department of West End 
Advertising Agency. Five day week. 
Good :alary and excellent prospects 
Write fully, stating age, experience and 
salary required 
Box 965 Ad. Weekly 180 Fleet St EC4 
pRETOUCHING ARTIsI 
A 200d opportunit” for 
young ay “to further his scope and 
standard of work. Excellent prospects 
Hours 9-5.30. Five day week. Pleasant 
conditions, age aaa of experi- 
ence, sala 


ary, 
Box 990 Ad Weekly 180 Fleet St EC4 


LETTERING [ARTIST 
WANTED 


We are growing fast and now 
need another good Lettering 
Artist. VVrite or phone for 
appointment : 


TIBBENHAM PUBLICITY LTD. 


244 HIGH HOLBORN, LONDON, W.C. 
Phone: HOLborn 8074 (3 lines) 


ARTIST, experienced finished lettering 
and gencral design wanted for studio 
Good working conditions. Five day 
—- Write ful: details age, salary, 


to 

fon 986 Ad. Weekly 180 Fleet St BC4 
CREATIVE LAY Artist required by 

leading London Agency. Write giving 

full pg and salary required to 

Box 1 Ad. Weekly 180 Fleet St BC4 


* Phone 


TOP-LEVEL EXECUTIVE 

—25 years’ experience in printing 
and publishing—will shortly be avail- 
able for new appointment. Expericnce 
covers every aspect of Ncwspaper, mag- 
azine advertising and publishing, up to 
management level, Able to keep any 
appointment convemiem to yoursecif 


Box 1260 
Advertiser’s Weekly, 180 Fleet St., E.C.4 


CLASSIFIED ADVERTISEMENTS 


E LANCE SERVICES 


WE UNEARTH FACTS 
and do the whole job of ae | 
publicity and 
journ: 

HOLLIDAY @ a BOweAaDS 

336-8, n Buildin, 

Manchester 4. "leet 

Industrial Editors and Press Officers 

serving advertisers and agents, 


TECHNICAL ILLUSTRATIONS — 
exploded, sectioncd views, c., 
accurately drawn from blueprints by 
specialists. Promp: service. Burroughs 

Gaskell, 24 © urst Drive, 
London, S.E.9 


ARTIST DESIGNER 
specialising in creative work and 
having wide experience in leaflets, 

showcards and 

» fequires additional 

consections. London Studio. Prompt 
service guaranteed 


Box 1252 
iser’s Weekly, 180 Fleet St., E.C-4 


LAYOUT ARTIST sccks new position 
ina a anaes. National Advert- 
ising experic 
Box 994 Ad. O Weekly 180 Fleet St EC4 

COPYWRITER, layouts, receptonist, 
desires change oe to Manager 
Advertising Agenc 
Box 975 Ad. Weekly 180 Fleet St_EC4 

PRODUCTION MAN, experience with 
leading London Priniung Consultant as 
Assistant Manager, also contact man 
and copywriter, Licentiate of Adver- 

(Australia). Free lance writer 
to many leading printers 
Box 985 Ad. Weekly 180 Flect St BC4 


DO NOT READ THIS 
if you set no value on vigorous, per- 
suasive copy, clean well-balanced lay- 
| outs, and vividly dynamic ideas. If you 
are still reading—this free-lance copy- 
writer offers e above with prompt 
efficient service. Write 
Box 977 
Advertiser's Weekly, 180 Fieet St., E.C4 


INAL PHOTOGRAPHER, 
“Creative ability and imagin- 
ation, seeks post of responsibility in 
London area or Home Counties 
_Box 982 Ad. Weckly 180 Fleet St BC4 
GENERAL ARTIST DESIGNER 
(woman), secks change. London area 
Creative and finished artwork of high 
standard including figure. 10 years’ 
studio experience. 
Box 981 Ad. Weekly 180 Fleet St BC4 
ag =a control. 30 


ars” - Phone: 
Hubbard. *AR Noid 

iS THIS YOUR MAN? 12 
experience a5 a4 junior, 
on a range national 
specialising in comumercial 
scripts, and advertising verse. 
Box 927 Ad. Weekly 180 Fleet St BC4 

SHORTHAND-TYPISTS. Private Secre- 
taries, Clerks, etc. If you are in urgent 


months 
copywriting 
Products; 
radio 


(WHItehall 5924). 
ent 


woman, a adverusing, 
Line ‘H/T illustration. 
design, r™ Disabled. 

give details of 

Box 9794 Ad. Weetiy 180 Fleet St BC4 
ONE OF THE BEST agency media men 

in the country wants a change 

tising administration, 

finger tips. s 

Box 1257 Ad. Weekly 180 Fleet St EC4 
LETTERING AND GENERAL ARTISi 


part-time. 
Box 10,000 Ad. Weekly 180 Fleet St BC4 


FREE LANCE SERVICES 


COMMERCIAL ARTIST, experienced in 
boot and shoe drawing, mechanical 
illustration and good 
connections, Service guaranteed. 
Box 909 Ad Weekly 180 Fleet St EC4 

ARTISTS capable of high class still life, 
mechanical illustration and footwear 
drawings, for Litho or Letterpress, 
seek new contacts. Prompt service, 
Box 9754 Ad. Weekly 180 Fleet St BC4 

FREE LANCE RETOUCHER required 
for technical work. Must be able to 
yg first c work quickly to 


secks 
Still 
Please 


Hage secks 


Box 1251 "ad. Weekly 180 Fleet St BC4 


your Classifieds 


BUSINESS OPPORTUNITIES 


SHOW CARDS, CUT-OUTS, 


y 
(own photo-titho proses Dia 
CARILLON PRESS LTD. 
{Fine Faw Printers, Doeeepeut 
London Office: 79 Davies St., W.1. 
"Phone GRO 6777. 


SPACE SELLERS. Owing to expansion, 
experienced firm can accept advertise- 
ment representation of one or two first 
grade publications. 

Box 979 Ad. Weekly 180 Fleet St EC4 


ACCOMMODATION 


FLEET STREET, E-C.4, approx. 11,300 
sq. ft. Light offices with lift and part 
C.H. In important building, Reasonable 

_No Premium. Apply MOSS & 
S, 15 j7189. Molton Street, 


er 
Low inclusive me 
reasonable premium 
a egg & ©O., 6 Grosvenor Strect, 
WwW Y 3646 


oANGSH ADVERTISING MANAGER 


Please Write: —Messrs. Poul Juncher, 

Randers, Danmark Pe 
LIGHT ROOM with telephone to let 

furnished. Good W.1, address. Mod- 

erate rent. Suit artist. work 

guaranteed 

Box 999 Ad. Weekly 180 Fleet St BC4 


“ALES AND WAN 


FOR SALE 
EastSVAL. pe sestaDt Invalu- 
able sers. Dickinson's 

aE, Picture of the Great 
Exhibition of 1851. Nearly 50 fully 
coloured plates approx. 2, with 


Telephone : Reieece ws. 


WHITE ART PAPER 
20 reams D/MED 66 Ib., and approx 
30 reams D/C TINTED writings 
GOLD/BLUE/ PINK AVAILABLE 
for immediate production by first 
class letterpress printers, giving good 
service and colours. Only 
enquiries wanted with view of 
repeat or new orders for recently 

compicted new works 


PERENE PUBLICITY PRESS 
i6a Market Ficld Road, Redhill, 


Surrey. Telephone Redhill 2931. 


ADVERTISER'S WEEKLY 


LES WANT 


PAPER FROM STOCK 
White Bank S/O Lp. 11 Ibs., 
Cream Wove, Duplicating 
Paper, Envelopes, etc. Enve- 
lope and Office Supplies wane 
a Street, E.C.1. ET 


WHITE & oa BANK PAPER 
available Phone IShopsgate 
or wie Radclyffe, 32 


4486, 
Street, E.C.2. 


WANTED 
all types of scrap printers 
metal — linotype, brass 


and zinc. Top prices— 
Spot Cash — We collect. 


Call, ‘phone or write 
J. LUCK 


PRINTING OF COUNCIL’S 
MINUTES & REPORTS 


TENDERS are invited for the PRINT- 
ING OF THE COUNCIL'S MINUTES 
AND REPORTS for a period of one 
year from Ist April, 1951. 


The Borough Council normally meet 
on the last Tuesday in each month 
(except April and August) and Tenderers 
are required to specify the last date for 
the receipt of ‘copy’ so as to guarantee 
delivery to the undersigned of the 
printed Minutes and Reports on the 
Friday preceding each Council Meeting. 
Specimen copies of the Minutes and 
Reports may be seen at the Town Clerk's 
Office, Southgate Town Hall, Palmers 
Green, N.13, between the hours of 
10 am. and 4 p.m. from Monday to 
Friday. 

Tender Form, Conditions of Tender 
and Tender Envelopes can be obtained 
on written request from the under- 
signed. C leted forms \ in 
the Tender envelope (which must be 
endorsed “Tender for Printing’) must 
reach the undersigned by not later than 
4 p.m. on Monday, Sth March, 1951. 
The envelope must be sealed by the 
Tenderer and must not bear any name 
or mark indicating the sender. 

The Council do not bind themselves 
to accept the lowest or any tender. 


GORDON H. TAYLOR, 
Town Clerk. 
Southgate Town Hall, 
N.13. 
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ADVERTISER'S WEEKLY 


THURSDAY, FEBRUARY 15, 1951 


45/- (overseas) 


To be guided by the facts and come to 
right decisions is a habit of mind. To 
this habit THE TIMES contributes full and 
accurate knowledge of what is being done 


and thought the world over. 


f(s 


THE TIMES 
Daily — price 3d. 

THE TIMES 
LITERARY SUPPLEMENT 
Every Friday — price 3d 
THE TIMES 
EDUCATIONAL SUPPLEMEN1 
Every Friday — price 3d. 

THE TIMES 
WEEKLY EDITION 
Every Wednesday — price 6d. 
THE TIMES 
REVIEW OF INDUSTRY 
First Wednesday of Every Month 
price Is. 

THE TIMES SURVEYS 
Occasional Publications on 
Matters of National Interest 


‘STOP PRESS 


EMPLOYERS 
REPLY TO 
SHAWCROSS 


Statement by British Federa- 
tion of Master Printers says: 
“ Employers feel that categorical 
statement by Attorney General 
in Parliament may have given 
impression employers had broken 
law in relation to recent printing 
dispute, whereas it is now clear 
that failing a decision by a Court 
this can only be matter of 
opinion.” 


RATES RISE 


“Farmer & Stockbreeder” ad. 
rates to be increased 25 per cent 
from March 6. Size alteration 
will give 103 x 74 in. page. 


“Australian Women’s Weekly” 
changing format from five to 
columns. Page cost will rise by 
price of extra column at con- 
tract inch rate. 


PRICE INCREASE 


Selling price of “Childhood” 
national monthly for mothers 
(Lewis Publications Ltd., Shoe 
Lane, E.C.4) will go up from 9d. 
to 1s. in March. 


BOSLEY,IS NEW 
AD. DIRECTOR 


Maxwell J. M. Bosley joins 
Whitehall Technical Press Ltd, 
as ad. pK A. H. Baily 
ogpeintes 34 . manager for firm’s 

& Oil Power. ” 


SALES NOT TO SUFFER 


T. E. Coakley, circulation 
manager, Western Mail & Echo 
Ltd., told South Wales news- 
agents majority of newspapers 
had decided sales sho not 
suffer as result of recent five 
per cent newsprint cut. 


N.P.A. announce no publica- 
tion of London dailies and even- 
ings in England and Wales on 
Good Friday. 


Advertising is to be allowed 
on buses in Coventry where 
transport service is facing sub- 
stantial loss. 


Published by the 


ac, London, 


Proprietors, BUSINESS PUBLICATIONS, Led., at their office at 180 Fleet Stree:, London, E.C.4. (Phone : nen 8844.) 
February 15, 1951. Printed in England by Stapies Printers Limited at their Great Titchfield Stre : establish: 
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